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in this isswe 


Topic of the Month: Modern Packaging 
Mr. Carliner’s “Warning and a Challenge” 
1AICM Public Relations Kit Released 
A New Series: Vending Machines Today 


Meet Your Competition—Dairy Industries Exposition 


EVERY product in vour line sell« easter 
and faster when it carries your distinctive family-brand design. [tis one 
sure was to make regular “full line” customers out of occasional “one 
product” buyers. Here at Sutherland we practice what we recommend 


by having facilities for supplying all of your various packaging needs. 


It assures you of matched color printing for perfect sales teamwork by 


your family of packages. Send samples of your present packages for 


recommendations. 


PACKAGES LAMINATED CARTONS FOG CARTONS 


FOLDING CARTONS FARAPIINED CARTONS  BARERY HERLAN LIQUID. TIGHT CONTAINERS TEATS 


RALAMAZLOO 


PAPER CO. PAPER PLATES PAPER HANDLHANDLE CUPS 
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w Kelvinator Ice Cream Cabinets 


DOUBLE-the- 


for Quicker Access to Variety of Flavors! 


open from either side...or...from the end! 


Imagine! Kelvinator’s new “double-the. 
width” lide are movable, turuable and 
reversible, Here's a feature that saves — 


time, saves work at the point of sale, 


+ 


VOU LVI. Ne 2. 1950. ICE CREAM PIELD & published monthly 
Address end edvertiong to the New York 19 44h 


office Md. wader the oct of Mab 


Yes! You can the Fi. 
os shown at from the end 
SIVE FEATURF dealers will appeeciate. 


MORE Reasons Why You 


Get MORE . . . When You 
Get Kelvinator! 


The new bid te past 
ome of the many VALLES Kelvinater 
lee Cream Cabinet brings vou 
RES sour dealers want moat— 
mereascd capacities, operating 
caster handling of your product at the 
of sale 

What's more, with these new cabinets 
vers get the basalt ragged depend abality 
that vou expect from 
designer and builder of 
temperature cabinets for the ice cream 

bow full rnformation. «ee vour 
stew representative of te the lee 
(ream Cabinet Division, Nach- 


Kelvinator Corporation, Detroit 32, 
Michigan 
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Here ore the carefully inspected Vanillo Beans we use. 
Each about 7 to 8 inches long and 40 or 50 to the pound. 
On the other hand, there ore the kind of beans we do not 


have because they do not come up to our standards. 


We quorontee the uniform quolity of our Vanillo, end one big 
reason we con alwoys make good on this guorantee is 
becouse we make our Vanilla only from top quality beans that 


are consistently uniform in bouquet ond moisture content. 


Yes, selected Vanilla Beans plus years of “know how” is the 


reason every shipment of every customer's particular Vanilla is always 


alike the year ‘round. We con serve you in the same way. 


PURES 


anilla Laboratories, inc. BLENDS 


CONCENTRATES 
Rechester, N.Y. POWDERS 
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without dowbt, is the most éticient r 
ewohen you've ever seen in an ice creem 
met thandiser. Four roomy 
partitions. 


‘Add to thie great feature the striking beauty 

of the Savage 1851 Model plus the ter- 

rifle eye-cppeal and appetite-appeal of its 
wo fuoresceat lighted, full-color ice cream 


Furthermore, the new 1951 Model M-S is 
iple tested to aegure on absolute, permanent 
cal against moisture infiltrution. All electri- 


PECAN BEAT 


so many advantages. W. ite today 
for Ulustrated MMerature. 
Division, 1, New 


the 1951 


SAVAGE 
M-9 
“Double Duty” Merchandising Cebinet 
/t Sells and Stores 


SPECIFICATIONS 
1) inchea 
Height (to top of superstructure)... 


VENDOR», 


Here at lost! The finest automatic ice cream super-salesman 
available. Designed especially for greater attention- 
getting buy appeal. The ONLY coin-operated merchandiser 
with ALL the prectical features for real money-making 
feoel-proof operation. Check the Atias ColSnac point by 
point — prove to yourself by actual comparison its supe- 
riority in advanced engineering, rugged construction and 
operating efficiency. 


EXTRA PACKAGING — co extra wer doxes $69 500 Height 6114", width 36%", 


FULLY AUTOMATIC — co The cote Goes aft depth 22'4". Weight 465 Lbs. 
BIGGER CAPACITY — 100 ders vending 100 storage 

SLUG REJECTOR and CHANGE-MAKER BUILT IN 

FAST, EASY LOADING — counterdelenced cover stays any position 
TEMPERATURE CONTROL — deiivers bars jest right for eating 
“WO-STOOP™ DELIVERY — wars team foo 

STAINLESS STEEL PROTECTION — parts connect with ave 


eof! 


LARGE REFRIGERATOR UNIT — compremer Service 


perm: of Me wel 


ADDITIONAL FEATURES — wee! over shee! seperstrecture 
working perth .. 4 keeps cold in, Deal eet of cool 
img compertmec! ... ight ever cove vet and delivery chute . fell year guarentee 
and matersa's 


Write TODAY For Complete Details 


ATLAS TOOL & MEG. CO. 5147 Nature! Bridge Bivd., St. Louis 15, Missouri 
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flow — acy feature 
world's most outstading founta 
Ao entirely new principle i Water chilling 


More cold water plain and cart. 
than youl ever need! 
peraifel tubes for plain ware: 
rant atd Carbonated water 
refrigerant 


* 


wate 

mcreases 

Gret the facts — 


THE LIQUID CARBONIC CORPORATION 
South Kedzie Ave., 23, Wt. 


Send me your free, 16-page brochure 
giving complete details of the new 
“Diamond $0” fountain. 


,3100 South Kedzie 


Ice Cream 
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FOR MORE DELIVERIES 
.--AT LOWER COST WITH 
THE NEW WHITE 3000 


TAKE 
HOME 


“THE EASE of handling this new White 3000 in heovy city traffic makes it ideal for our work. It soves 
driver time and cuts operating costs. We've just put the second White 3000 in service.” 
... Wesley Ebling, President, Wesley's ice Cream Co., Detroit, Michigan 


IT’S THE PERFECT ANSWER two 
city and suburban ice cream 
delivery problems! That ts 
the report trom Wesley's Ice 
(ream Co. of Detron, who 
this handsome White 


1000 operating in local pick- 


has 


up and delivery service in the 
Detrow area. 
lhe weuw White 4000 saves 


Maneuvering tite saves 


driver ume saves loading 
and unloading time. It is 
a new approach to reducing 


vwour delivery costs 


has 


ahead 


new White is miles 


tor the specialized 


THE 


delivery service because it 
sets a standard ia 
truck efhciency. 


new 


its functional design .. . its 
new weight distribution 
principle 
approach to reducing truck 
maintenance 


its revolutionary 


these 
are all exclusive advantages 
that make the new White 
4000 a profttable tavestment 


costs 


that pays dividends for vears. 
Your White Representative 
will be glad to demonstrate 
the advantages of the new 
White 4000 as they apply to 
your exact delivery needs 


WHITE MOTOR COMPANY 


Cleweteed U A 


| 


Tips its cab to service 


Catam August 1950 
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As Early As 


IN 1878, Anheuser-Busch conceived 
the idea of the refrigerated railway car 
and soon thereafter, in cooperation with 
the railroads, a new kind of train sped 
out of St. Louis. Its cars were loaded with 
barrels of Budweiser Lager Beer, kept 
cold and fresh by ice-filled compart- 
ments. This train gave the brewing 
industry its first refrigerator cars—and 
Budweiser had begun its journey toward 
‘round-the-world fame. Later, in the 80's. 
the refrigerator car made it possible for 
all parts of America 
to have fresh meat, 
fruits. vegetables and 
other good things of 
life. Thus began our 
many long years of 
experience in the | 
field of refrigeration. 


REFRIGERATION HISTORY 


TODAY, those long years of experience 
are paying off for your benefit. Every re- 
frigerated cabinet that leaves our plant 
is constructed with one objective foremost: 
It must have the traditional Anheuser- 
Busch quality. We will not cut corners to 
cut costs! We are proud of the fact that 
the same spirit of quality first that has 
made Budweiser the world's most famous 
beer is guiding the production of our re- 
frigerated cabinets for the ice cream in- 
dustry. Every cabinet, in fact, every 
Anheuser-Busch pro- 
duct, carries our 
trademark: the fa- 
mous A & Eagle. Look 
for it...it is a symbol 
of excellence and 
your unqualified 
guarantee of quality. 


ANHEUSER-BUSCH, INC....ST. LOUIS, MO. 
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Ice Cream August 1950 


Large stocks of the finest quality 
Cherry-Burrell supplies are within 10 
miles of 90%. of the population of the 
United States and Canada. This means 
that the supplies you need are never 
farther than your phone. Call your nearby 
Cherry-Burrell Branch or Associate 
Distributor for the finest in supplies—and 
service. You'll find the number 
conveniently listed in 56 classified 
directories, the country over. 


a few of hundreds of items 


Brushes Spoons 
Washing Compounds Fountain Mixers 
Fruits and Flavors Shippers 

Fancy Molds Cartons 


Scales Herdening Room 


ice Cream Cans Cases ond Treys 
Scoops and Dishers 


- BURRELL CORPORATION 
General Seles ond Executive Office 
427 W. Randoiph Street, Chicage 6, Mincis 
Mitt and food Pleat Equipment end Supplies 


FACTOOIES WAREHOUSES OFFICES OF 
AT YOUR Se 
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ond “POPSICLE” time is PROFIT time tor you 
becouse throughout America 30,000,000 youngsters 
know thot happy moments are heightened 
with delicious. refreshing 


Twin Popsicle’? Fudgsicle’: 
Creamsicie? Ice Cream ¢ 


Twin PUDOMCLE end are registered wademerts of the joe Lowe Corperetion 


JOE LOWE CORPORATION. 


th STREET NEW YORK 1, NEW YORK 
Caries TORONTO ONTARIO CANADA 
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ICE CREAM MANURACTERERS WHO-USE 


VD 
SAVE EVERY YEAR 

Users’ experiences prove that such impor- ‘lo-Sweet engineered and supervised 
tant savings are typical whenever liquid 90°. of the liquid sugar installations 
sugar replaces dry sugar. The fact that in the areas it serves. 
three easy mechanical operations do the 
work of 10 back-breaking storage and ‘lo-Sweet has the sugar industry's 
handling operations is one quick indica- outstanding Research Laboratory. 
tion of how Flo-Sweet cuts costs. 

Jsers’ experiences prove, too, that ‘lo-Sweet serves you with the largest 
there’s no substitute for—nothing “just fleet of tank-trucks, tank-cars and 
as good” as Flo-Sweet experience, Flo- tank-ships handling liquid sugar today. 
Sweet “know-how,” Flo-Sweet service. 

‘lo-Sweet is the only liquid sugar 


THESE ARE FACTS: supplier in the East maintaining stor- 
o-Sweet made the first liquid sugar age facilities away from the refinery 
for bulk distribution 27 years ago. for customer service. 


Therefore, when you get Flo-Sweet you get more plant 
assistance, product research and improvement, prod- 
uct control, and always-dependable service . . . AND 
THOSE ARE THE THINGS THAT SAVE YOU $.$$$ EVERY YEAR 


"SAVINGS, SANITATION AND SERVICE 
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SEPTEMBER 12-14—Whitelace Inn, Whiretace, New York; 
43ed Annual Convention of the of [ce Cream 
Manutacturers of New York State 

SEPTEMBER 13.15—tote! Forte Des Mowmes, lowa; Annual! 
Convention of the Association of lee Cream Manutacturers 
and the lowa Milk Dealers Association 

SEPTEMBER 20-NOVEMBER 15—HFicst semester of 1950 
Winter Course wm Dairy Manutacturing at the Uniwermty of 
W Madinon 

OCTOBER 10.12—Hote! Mayflower, Washington, D.C; 17th 


Annual Convention of of the Natwnal Assocratwn of Reta:l 


lee Cream Manutacturers 

OCTOBER City, New Jersey; 17th 
Industries Expomtion, staged by the Dairy Industries Supply 

OCTOBER Ciury, New Jersey; 46th Annual 
Canvention of the International Associaton of Ice Cream 
Manutacturers 

OCTOBER 19—Hote! Chelsea, Atlantic City, New Jersey; 
Annual Convention of the Nanmonal lee Cream Mi Associa 
thm 

OCTOBER 25.26—Burlington, Vermont; 29th Annual Can 
ference for Larry Plant Operators and Milk Distributors at 
the Unwersity of Vermont and State Agricultural College 

NOVEMBER 8.9—Hote! Contmmental, Kansas City, Missouri: 


Annual Cenvennon of the Missours lee Cream and Milk 


‘REFRIGERATION IN 
YOUR DELIVERY TRUCKS! 


: NOVEMBER 1 2-15——Palmer House, Chicago; Convennon and 
SAVES AS AS $14 per MONTH Exhitut of the National Automatic Merchandising Association 
— ony TION NOVEMBER 15.17—Lubbock, Texas; 2nd Annual Dairy 
CREATES MORE PROFITS BY PROVIDING Manutacturers Short Course at Texas Technological ( ollege 
MORE STORAGE SPACE NOVEMBER 17.19—! ong Beach, Cahtorna; 19S) West 


Coast Educational and Conterence of the Refrigeranon 
bqguipment Manutacturers Assocranon at Municipal Aud: 


INCREASE YOUR 


NOVEMBER 29.30—Hore! King Edward, Toronto, Ontario, 


ICE CREAM SALES AND PROFITS Canada. Annual Convention of the Assocation 


of lee Cream Manutfacturers 


New sales profits from ice cream are now DECEMBER 11.13—Hotel Morrison, Chicago; 19!) Conven 
possible on rovtes with Kor: Kold. Kar:-Kold ton of the Dairy Products Association 

offers much greater convemence in handling JANUARY 5-6—Hote! Sherman, Chicago; Annual Conven 
ice cream on routes. Kari-Kold holds more ron of the Dairy Queen National Trade Association 


JANUARY 24.26—Horte! Carolina, Pinehurst, North Carola; 


than dry «xe pockers, at lower cost with . 
Annual Conwenton of the North Carolina Products 


greater safety—-a better selection for 
Assemiatvon 


JANUARY 26-28—Dallas, Texas; 1951 Southwestern Educa 
Write for literoture on ths new mechoncoa! nonal Exbuber and Conterence of the Refrigeration Equipment 
refrigeration unit for ice creom and frozen Marutacturers Assocation at the Scate Fair Grounds 


JANUARY Presedemt, Kansas City, 


food delivery on milk and bakery routes — 
itth Annual Meenng-Winter Conterence of the National 


: get complete details. Write today 


FEBRUARY 8&8.10—Pore! Buena Viera. Missi , 


Annual Convennon of the Missisasppi Dairy Products As 
COMPANY APRIL 6-8—Hiore! Statler, Buffalo, New York; 1951 Eastern 


GRaNnod RAPIDS mic HIGAN and onterenmce of REMA 
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TER BRICKLE 


Ch 


Talk about ection . . . fast action! Orders for Fenn's ner! We supply free full<olor advertising powers, too’ 
ground BUTTER BRICKLE* Candy Ice Cream Flavor- Why wait longer to send your volume soaring’ Accept 
ing really piled in following 0-gallon ice Cream test. our invitation to make a )-galion kee Cream test run on 
runs based on manufacturers use of trial 10-pound can BUTTER BRICKLE* flavoring a owr rish. Mail the 
of BUTTER BRICKLE*. The reason—CUSTOMERS coupon below for a 10-pound test-run can. If your test is 
LIKED IT—proving our assurance that BUTTER not entirely satisfactory to you, for any reason whatio- 
BRICKLE®* favored Ice Cream is wp there with the three —s ewer, amply write, saying so, and the $5.40 you have 
ong flavor leaders month alter month, year alter year, tor BUTTER BRICKLE®* will be quickly and cheerfully 
wherever tried’ BUTTER BRICKLE®* is a prowed win. refunded. A fair offer, surely’ 
TESTING TELLS THE TALE 


TRY A 10-LB. CAN (30 GALLON TRIAL-RUN SIZE 


OF... 


Butter Brickle 


Camoriict CREAM FLAVORIN 


ON OUR “‘SATISFACTION-OR-MONEY-BACK” OFFER 
“MADE BY ICE CREAM MAKERS FOR ICE CREAM MAKERS” 
“BUTTER BRICKLE is the exclusive Trade Mack of Fenn Bros. inc. © 


82058. INC c4 
Please ship one 
any KR ; 
TER Candy ADDRESS 
bect gvorentee 
MOTE. Geguler 27 powed cons of SUTTER GRICKLE soll fer per On orders for 4 coms 


(108 or mere, freight ill be prepaid te ery point the U there, 
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Better Coloring 
with 


BETTER 


TRADE MARK 


BRAND OF 


| CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors 


gh 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how quarantee the production of top quality certified food colors 


WRITE TODAY ter new bootie? 
wing infermetion on Sterwias 


hae of Feed 


me 


SUBSIDIARY OF STERLING ORUG INC. 


1450 BROADWAY, NEW YORK 18, 


45 Lake Shere Drive, Chicege 11, TL 
FACTORY CINCINNATI, 


WORLD'S LARGEST SUPPLIERS OF VANILLIN 
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... to build ice cream sales with 
Sealright’s 1950 National Ice Cream Recipe Contest 


Another full page ad in the August 26th issue of Collier's Magazine 
will tell consumers all over the country about Sealright’s /ast Ice 
Cream Recipe Contest for 1950. If vou have not made this 
national promotion YOUR OWN promotion locally, write 


TODAY for complete details and Contest Kit. 


it's your last chance this year, and you don't have a day to 
waste. This hnal contest runs from August 18th to Sep- 
tember 40th. Sign up and be prepared tor customers who 
want an Ofheial Entry Blank and a package of ice 


cream with the Sealright sanitary service emblem. 


And remember—Sealright's Nestyle container 
with its distinctive shape, slip-cover lid and kid 
glove finish, has proven over and over again 
that it is the deluxe package with outstand. 


ing sales appeal. 


Sealright 


neces 
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DYNAMIC RECORD-BREAKING PROGRAM! 


® Radio television and newspaper support! 
® Super Donald Duck prizes for begs! 

Local movie promotiens! 

% All backed by unbeatable quality products! 


110 MURRAY STREET, NEW YORK 7, N.Y. 
LOS ANGELES « NEW ORLEANS @ CHICAGO 
IN CANADA ¢@ ICE CREAM NOVELTIES, LTO. TORONTO, ONT. 
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VERSION of on ice cream 
oletured ebove ie « tor 


F THE many promotions devised to induce house- 

wives to purchase packaged ice cream for home con. 

sumption, the Ice-Cream-for-Breakfast campaign is 
perhaps the most unique. But besides the novelty of the 
idea, there is no denying that it is appropriate to the indus- 
try's efforts to increase sales. 

For it stands to reason that if ice cream were to achieve 
wider use as a breakfast food, more extensive purchases 
of packaged ice cream—in larger units such as quart, half- 
gallon and gallon containers—would follow as the night 
follows the day. Housewives desirous of serving ice cream 
for tomorrow morning's breakfast would store it overnight 


in their new home freezers. 


Ice Caeam August 1950 


But effecting a change in the nation’s food habits is a 
difheult task. It requires a concentrated drive, coordinated 
publicity, and the cooperation of food writers in newspapers 
and magazines throughout the country. 

In a bid to obtain thet cooperation, the public relations 
department of Ick Canam Fueto, which has been promoting 
ce cream as a breakfast food since 1948, has launched a 
nationwide campaign designed to acquaint John Q. Public 
with the benefits of ice cream for breakfast. It is antici- 
pated that a substantial increase in take-home ice cream 
sales will result. 

More than 100 food editors of newspapers, magazines, 
and press services in all forty-eight states have been sent 
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TwO VARIATIONS of «ce cream 
be pctwred At the left dry coree! 
~ode « warm weather dich thet «4 
because eliminates the seed tor 


wager end 
cores! At the 
coecectios 


trert sealed topped wit) ce cream 
Berh were wegested a: ides! breet 


os for the 


fest recipes in publicity sent te newspaper 
and maegetine food editors. The anticipated 
result? increased ice cream sales due to 
greater public ewerenens of ice cream 


mouth wetering 


uublicity material and photographs dealing with ice cream 


s breakfast tood 


Various suggestions tor serving ice 
ream im conjunction with other more conventional break 
dast stems were included. The photographs, reproduced 
ith thus arncle, dlustrated some of the potential uses ice 
ream has as a breakfast food 

The press release urged consumers to escape from their 
iweaktast-cating rut, to get away from “the familiar gulp 
t w?mange juke, the hurned pecce of toast, the swallow or 
two of hastily-prepared coffee.” It recommended a “new 
mpproach to the first meal of the day, one that's appro 
wiate to the delightful weather that's newly come upon us.” 
The recommendanon was for an Ice Cream Breaktast 


“Ret ore 


you send thar gi ass ot mange juke on its way, drop ima 


“Try this toe a litt,” the publicity note said 
coop of orange sherbet or vanilla we cream. Let it dissolve 
a tew ses ones and then drink thre mixture Retreshment 
“guaranteed!” 

This was followed by descriptions of other dishes teatur 
cream 


ing we Dry cereals topped with we cream, frust 


salad coupled with we cream, doughnuts and waffles a la 


mode were also cited as the kind of breakfast thar “will! 


make your husband or voungster eager for the alarm clock 
off so that breakfast can proceed!” 

le pw rsuacte wives rrat we ream toad value made 
turther eliguive tow consideration as a break tase food, 
t he materia! ponted out that we cream, 


fy of 


pwr 


serving of about a quart, contains 206 calones and 


i grams of protein Thu amounts to seven per 
of and per cent of the prote nh required 
an avetage if otic day 


Are 


“De wou know that one serving 


VITAMIN « the reicase asked 
of we cream wtti provide 
( Thiamine) and thirteen 


in) needed bry 


cleven per cent of the Vitamen B 


per cent of the Vitamin B the 


average person each day’ If your child balks at pills and 
capsules, it might be wise to serve him his vitamins in a way 
in which his palate will be pleased 
strawberry will do the trick.” 

As background material, the publicity release contained 
a summary of the Ice-Cream-tor Breaktast movement. [t 
traced the campaign from the ume, in October, 1948, when 
the fest Breaktast was held in New York 
City’s Hotel Commodore under the sponsorship of Ics 
Cream Fietp as a feature of the annual convention of the 


vanilla, chocolate or 


lee Cream 


National Association of Retas! Ice Cream Manufacturers, 
to the present day 

The publicity material concluded with an invitation ren 
dered by Howard B. Grant, publisher of Ice Cartam Fretp 
and orgiunator of the Ice-Cream-tor-Breaktast movement, 
asking “people everywhere” to “join us in this crusade to 


Why not 


with a heaping portion of one 


climunate monotony trom the breaktast table. 
start vour day retreshed 
of America’s finest and best-tasting foods—ice cream.” 
Dispatching of the publicity copy and photographs was 
umed to comcide with the hot weather months, at which 
rerrees tood editors are most receptive to news about ice 
cream. As of this writing, many newspapers and magazines 
throughout the country, including the New York Time: 


New 


Holiday Magazine 


York World elegram and Sun ook Magazine 


[rue Confesaons, and others have de 

voted considerable space to ice cream and we cream recipes 

A complete report on the results of Tce Ceram 


pubhecty campaign in behalt of the Ice-Cream. for-Break 


fast movement wil 


be published in a forthcoming edition. 
This report will include excerpts from articles and tdi 
the campaign which are published in 
A list of 


those editors which receiwed material dealing with we cream 


torials pertaining to 


newspapers and magazines throughout America 
as a breaktast food appears on page 23 
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Read It Here 


Food Editors on the following newspapers, magannes, 
and wire services have recerwed pubhcry maternal per 


tO Ke cream as a breaktast tad 


NEWSPAPERS 
News 
Pheenmes 
Lele 
Lee Aagetes 
Lee Angeles Merald @ 
Lee Angeles 
| 


Wilewngtes News 
Post 


ew 
Checege Meveld. an 
News 
Cheeage Sen 
| hha age Trebune 
Peers Journal 
i enape New: 
Lies 
Tepeis Srete Journal 


Nee Orleans 

sterville 

Beltemore ‘an 

Resten Aecord. Advertiser 
Brockton Faterpreee Temes 

detract Pree Press 

Star Tribune 

edger 

Cory Seer 

Lewes Glebe. Democrat 

Rersemen ( 

orld. Mereld 

Manchester (New Sen News 
Newark \ter-Ledger 

jersey Cay Jerseys J 
Albuquerque nbune 

Athens 

Buffalo apres: 

New York Journal of 
New York @& Sun 
thartette Cbserver 

Brand Perks Mereld 

Eaqerrer 

Cleveland Pian Desler 
Clewelend 

Clewelend Press 

Telede Bisde 

Tulee orld 

Pertland Oregonian 

Inquerer 
Philedeiphis News 

Prteburgh Post-Caeretic 
Providence Journal 

Charteston News ourver 

Abe an News 
News 

Fert Worth ‘Star Telegram 
Heuston Post 

Sen Amon Eapress. New 

Selt Leke City Trebene-T elegrem 
Rutland 

Reenote orld News 

Seattle Post latellegen« er 
(Chaerleston erette 

Mileeubee /ournal 

Record-Heredd 

hes ‘young! ‘Siete Tribune 


WIRE SERVICES 


Women's Nations! News 
Associated Press 

Press 
leternanone! News Service 


MAGAZINES 


Ameren Meaganme 


McCall's Magesme 


omens Dev 


Nerth avrelme 
Nerth Dekots 


Penney tv 
Penmeylv 
Penney 
Rhede Island 
Seuth erelme 


A SymBot OF QUALITY 


\ country adopts a Hag as a distinctive 
trade-mark” of us sovereignty. But 
here at Northville Laboratores, out 


emblem of distinction Quality 
Vanilla. And by Quality, we mean a 
vanilla that os consistently right, con 


sistently Havorsome. and consistently 
consistent 


HERE’S YOUR BANNER 


Why not make 1950 your banner year 
by using a vanilla that will instantly 
nlentily your ice cream to the con 
sumer one that will mean added 
sales of your brand. Northwille Labo 
ratories can provide you with vanilla 
that will do the job 


WHEREVER YOU ARE 


Wherever you are, Northville Labora 
tors stands ready to meet your va 
nilla needs. Call on us; we're glad to 
be of service 


VANILLAS 


NORTHVILLE LABORATORIES 


Northville Incorporated Michigan 


: 
Denver ( ehternse 
Ramee 
Moar) lend 
husetts 
Me 
Miseour: 
Nebrast 
ies 
New e 
New 
Jersey 
New Merce 
e~ York 
(ire 
‘ Ome 
(Mere 
1% 
Ovegon 
T 
3 
\ ermon 
& 
3 
Reser Homes & 
edves bleme jeowrne! 
Redhoob 
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three-point program boosts 
and then some! 


OCHESTER Dairy Cooperative of Roches 

ter, Minnesota, an organization that is 

achieving nationwide recognition for its cn- 
terprising methods of selling ice cream, is in the 
spotlight again this month with a report on how 
the firm joined forces with a local super market 
to effect a tremendous increase in take-home pack- 
age sales 


A three-point improvement program was held 
responsible for the 153 per cent gallonage gain 
scored by Tauer’s Super Market in 1949 as com- 
pared to 1948 Alterations included changes in 
location of the store's ice cream cabinets, installa- 
tion of mew ice cream cabinets equipped with 
plastic transparent lids, and the setting up of at- 
tractive point of-sale materials. 


Rochester Dairy advised the grocery operators 
that packaged ice cream sales would soar if an 
we cream cabinet were placed reasonably close to 
the check-out counter but cautioned the owners of 
the super market not to put it so close to the 
counter that it would be obscured by the line-up 


of customers. 


“Our salesmen supplemented the favorable lo- 
cation of the ice cream cabenet by arranging the 
contents so that the customer was able to see the 
colorful packages in a frosty setting,” Hal Houal- 
men, Rochester Dairy sales prometion manager, 
pointed out. “That's where the transparent lids 
came in,” he added. 


“Our salesmen placed ice cream pies and other 


cellophane packaged items in a special section for 
A CUSTOMER i« Tewers Super Martet Rochester: Minnesota reaches 


with C.Thre transparent lids. The edventegeour location of the store's through lids mean a lot in sales,” he declared. 
ee cream cabieet promivest edvertising, end the use of 


the C-Thew lids ore said to be responsible fer 153 per cont The third phase of the improvement campaign 
in Tower's cream soles in 1949 ower 1948. The lids are menutectured 


by the Thormecete Compeny of Les Angeles attractive pount-ot-purchase displays—was 
on page 68) 
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you sell. 


Yes... your best vanilla ice cream will sell faster--when you 

it with Ready-To-Use Ripple Sauces. Ice cream manufacturers 
where report their Ripple Ice Cream sales steadily increasing due 
more flavor-appeal, more eye-appeal, more sales-appeal, They’ 
featuring Fudge Ripple as a year-round favorite .. . and then 

their monthly flavors from six other tempting favors. 


All Ripple Sauces are to use—just cool and pump into 
vanilla ice cream as it leaves reezer. And... all are tri 
—for use as Ripples, for making Sundae cups and 
flavoring ice cream. 


HM you're not now making Ripple ice Creams, we'll gladly 
rion and details. Send for ovr FREE advertising helps teol 


B A L H FLAVOR COMPANY 


Adams at Fulton, Pittsburgh 12, Pa. 
Send the following Reody Te Use Sevres 


per ib per 

(aoe Ne 10 @ 11.25 
(om Ne 106 @ 14.50 
Neo 10 ome @ 15 

Ne 10 @ 11.25 

Case Ne 10 one @ 12.75 

Peach Source Ne 10 @ 14 50 


in CANADA: R. J. Campbell Co.. 207 Queens Quay, Teronte awe FOR Pasbargh Pa o Ca 
Oa WEST COAST, Warehouse, at 1855 Industrial, Les Angeles 


4 
2 
7 
t 
ors 
on 
% 


WE RECOMMEND 


DELUXE package promotion under the name of a 
famous food celebrity, Duncan Hines, was intro 
duced this season to the Pennsylvama market. First 
make available to the public this high quality package 


re the Lengh Valley Cooperatiwe Farmers of Allentown, 
nnsylvania 


Phe we cream, based on a umque formula developed y 
ines-Park Foods, Inc., Ithaca. New York, was mtroduced 
the Allentown area in the middle of May with grantying 
ults, according to G. A. Boger, President of the Lehigh 
alley Cooperanve. The same formula in the same smart- 
designed pint package will be marketed nationally by 


cream manufacturers under a franchise program offered 
Hines Park Foods 


Famulhar Name 


The name of Duncan Pines wu tamiliar to quality con 
sous Americans who relymously follow his recommenda 
of cating establishments the highw avs and byways 
of the nation. Pim books and newspaper articles emphasiz 
ing only distinc tive eating places mut also tond quality, 
sanitation, and supenor service have achrewed tor him a 
feputation that is now being offered to the woe cream indus- 
try. Nir. biines personally appeared at the world premiere 
his brand “we cream at comduc ted Mays 
Plant in Allentown 


ar the Lehigh Valles lee ream 


Neveral 


such as Parrerson. Publisher ot Pothhade: and 


huimadredl ward han and other 


the ative 


I he program calls for a hy + low owerrun me cream 


~Tluncan Hines Ice Cream In 


supported by consistent merchandising and consumer ad- 
vertising. The formula, built around a 16 per cent burter- 
far per cent overrun, was the result of long experi 
mentation and tests at leading universities tor a solid vear. 

The Allentown firm, amming at a larger share of the ice 
cream business, was the first to ue in and bring the pro- 
gram to reality. The product is put up only in the pint 
package and retails for 43 cents. Set aside tor advertising 


and promotional purposes is 2 cents per pint 


At present 
there are five favors offered: vanilla. chocolate. strawberry. 


butter pecan and cherry vanille. An extensive promotional 
program has gotten underway with newspaper advertising, 
illuminated signs (see Ulustranon at top of this page), and 
poant-of-purchase displays. The Huines-Park Foods make 
available the promotional material and also hold the nght 


on 


67) 


FIRST BATCH of the Mines brand of ico cream one-pint 

comtamers, at manutectured by the Lehigh Valley Cooperative comes 

down the assembly Attendent i mates periodic 
werght chect 
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keystone 
sales... 
Lee the keysione thar 
supports the mossive orch 
the stabilizer you choose a 
small part of the whole, yet pioys o ; 
tremendously important role. For the future 
x 
sales of your ice cream depend, in great meas : 
on your zer s performance 
You can confidently rely on SPA®* gelatine to de 
pendably exert moximum influence in keeping your :ce creams 
texture ce free ngred ents smoothly and un form blended and 
ng ihe urs! ng for of the flovors you use 
SPA* so -deally survted to the needs. processes and problems of :ce cream 
manufacture only because 4 new and vastly superior English gelotine, perfected 
Dy GO Pew ond procets perform but one functhon—to stobiire «<e cream. Yer 
‘NOvgh painstakingly prepored to meet the specific needs of the ce cream industry, SPA® is less 
ity "ron ordinary gelotnes 
ige SPA supernority for yourself in your own mua Woeite for o gererous sample and nlormaton 
20 EXCHANGE PLACE NEW SN 
Famous as moters of fine English gelatnes 1818 
Ice Cream Fretp, August 1950 
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PALRAGES 


pre-packaged we cream is making rapid strides 
ie consumer favor is shown both through sales trends 
reported by the trade and through the increased ech 
bral attention to pre-packaged ice cream in national maga 


Bnes, newspapers, radio and televison reported by the 
arathned Carton Research Council 


— large corporate grocery chain, The Grand Union 
company, reports that sales in its retail outlets are steadily 
increasing, with a total gain of 25 per cent recorded thus 
far in 1980 compared to the corresponding penad in 1948. 
lee cream has become such a tast moving item that in 
newer stores Grand U'mon us installing larger size cabinets. 
The standard case ws tow small to meet current needs ade 
quately 
A New Trend 

Packaging we cream in half-gallon units uw a new trend 
which uw being found advantageous. Grand U/mon carries 
this size package un its Northern and Central stores and 
reports that, rather than curtailing the sale of pint units, 


the half-gallons appear to attract “plus” business 


This seerns to be the general experiences with the large 
cartons. Brever lee Cream Company, which imrroduced 
half-gallon and gallon cartons of prepackaged we cream in 


the metropelitan area two or three years ago, has also 


Consumers are going for 
pre-packaged ice cream and 
they're going for it in big- 
ger packages, according to 
recent sales trends. Helpful 
in establishing these buying 
habits is the increasing 
publicity accorded pack- 
aged ice cream by the na- 
tion’s food editors. For 
details, read on! 


IN VOGUE 


tound that they bring additional business. When ice cream 
is readily avatlable at home, consumption is higher. 


Halt-gallon units are more popular than gallons in the 
New York area, outselling gallons six to one on a unit 
basis, Breyer reports. They are popular because they are 
economical—the pre-packaged half-gallon sells for $1.20. 


Consumers preter two-flavor combinations to solid pack 
in the half-gallon size, according to a spokesman for the 
Breyer Company. 


Meanwhile, consumers are being told of the convemence 
and multiple uses for pre-packaged we cream through an 
ever increasing number of features in national magazines, 
newspapers, Sunday magazines, radw and television. Ice 
cream in the convenient self-service carton is now consid 
ered by both editors and consumers to be a vear around 
menu possidility, a basic food to use by itself and in com 
hnation with countless fruits, cakes, toppings and bever 
ages 


This increased editorial acceptance of pre-packaged ice 
cream has been attributed to the continuing consumer in- 
formation program sponsored by the Parathned Carton Re 
search Councl. As the Council's program continues to ex 
pand, even greater editomal and consumer acceptance of 


the ments of pre-packaged ice cream is anticipated. 
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BUYING 


osvicious Kt Catan 


BEAUTY 


DELICIOUS ICE CREAM 


to buy. New edded 
A 


INTERIOR VIEW of « Date ice cream store Note the het fudge 
of the cousters fram which customers help themselves 


won't work Dew 


ers retuse 


Delivery costs too high 
It's fantasti 
There's a cross-section of comments received by 

ce Ceram when this publication queried ice cream 
anufacturets on delivering direct tm consumer homes. 
une admit the teasibility of handling we cream along with 
iwead of troven toods on home delivery routes Many 
Ppprove of street vending through distributors or peddlers 
trucks, cycles, of carts 
But deliver just ice cfeam once a week directly to the 
home? Perish the thought’ 
Phat us the general attitude and in all fairness it must be 
brated there are dozens of valid reasons why home delivery 
pf tactory packaged ice cream is prohibitive 
= But in a small town in Upper New York State, the 
Beion of a dairy family had an idea Perhaps voung Charles 


B Dake was too inexperienced to hgure all the headaches 
or costs. Nevertheless, he started a unique plan of home 
delivery in rural areas. Perhaps his uncle and dad, P. W. 
and ©. \ 


young mans 


Dake, respectively, were merely tolerant of a 
More likeiv, 


to let young Charles try his plan to increase the business 


they had the vision 


of Stewart's lee Cream Company which heretotore had 


HOME DELIVERY 
SYSTEM AMAZE 
AND ENTICES! 


BY HOWARD B. GRANT 
Publisher, ice Cream Field 


been limited to operating of controlled retail stores in the 
Saratoga Springs, Baliston Spa and Johnston, New Y ork 
region. 

In any event, the firm's founders, Percy and Char'es. Sr. 
gave the young man the green light when he loaded the 
hest truck last Fall, and, working side by side with the 
driver, called on hundreds of farm families and 
offering we cream on a door-to-door basis. It was hard 
work, making 200 and 300 house stops ma day 


llagers 


To many 
people, the name of Stewart was unknown : others had no 
home freezers or adequate storage facilities; a percentage 
insisted that ice cream was eaten only in the summertime 
The long tough winter weather and bad farm roads made 
the job of delivering ice cream to rural areas appear im 
possible 

But people were amazed at the service being offered, and 
they were flattered by the fact thar the Stewart ice cream 
driver came to them even under most difhcult weather con 
ditions on the same day each week. They bought ice cream 
and more ice cream. Not a pint or a quart, but a special! 
two-quart package tor one dollar 

While competitors scoffed or bluntly referred to the 


Page $4) 


“MAKE UR.OWN SUN 
DAE Ceptivates 
youngsters tor the Stewart 
Cream Company 
Aduitt. too lite the des 
of topp rg you 
car eet tor wet the price 

ov the 


dee 
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ECTIN 
PRODUCTS 


COPENA Sfecial 


The Zuatéty Stabilizer Emulsifier 


NA-PE-CO 


The All-purpose Emulsifier 


SURE-BET 


For Over 25 Years...The 
Standard For High Quality 


FRUIT TOPPING POWDER 


with Fruit Topping Acid 


Right Down the Line 


* Every gallon of ice cream, sherbet and fruit 
ice starts out as so many pounds of raw in- 
grechents. It is the Quality of those ingredients 4 
that makes « Quality product. National Pectin ; art 
OVER 26 YEARS EXPERIENCE 

PREPARING STABILIZERS We invite you to write for sample quantities ; aoa 
FOR THE ICE CREAM INDUSTRY ... to try National's Quality stabilizers. = wis 


Pp ECTIN 
PRODUCTS 
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lopic 


PANE crend toward packaged ice cream has been going 
| eer such accelerated pace of speed that our only 
am sure 
it s regarded by all thar there is a great demand tor we 
cream today, it being America’s tavorite dessert. So let 
us then discuss the opportunities we have for we cream 
Please understand that I do not wish to criticize your 
business and certainly 


worry u how we are going to keep pace 


I don't want to try and tell you 
how to operate your own business, hut I'd like to give 
you some of our own experiences, and perhaps leave a tew 

| have broken down in four parts the things we, as ice 
cream manutacturers, can do to get our share of this pack 
(1) Quality, (2) Availa 
the least of the difference us the price; 


aged we cream business, namely 
(3) Price 


it's the quality that counts, and (4) Smart merchandising 


[ do not know which is most unportant. They all hang 


closely together. Furst, let us realize the opportunity of 
tered by the food markets of America. The retail food 
business us the largest and most unportant industry un this 


today 


that these toad markets 
did over 41 bullion dollars last vear 


Statistics show 
That means $221.00 
tor every man, woman and child in the United States. 
that } 


dollars 


dollars. the toad stores did about 
an all rume high 


Now, let's compare that with 1939-—only ten vears ago 


when toad markets did a little less than |! bullion dollars 


and «can see rapidly this business has expanded 


So when we think of selling any food praduct im this 


giganths flow of saies we must think om terms of volume 


There are other startling hgures in money that will be 


spent popu growth na net during the 


next tem vears. and thu uw almost absolute assurance of 


Conti good business for the ice cream industrv. For 


~ 


Share 


BY A. |. GRABER 


Vice President, Cloverleaf Creameries 
Huntington, Indiana 


us ice Cream manutacturers, we have a chart and clearly 
defined course for inarketing and merchandising in the 
we cream business in the years ahead. [ere are estimates 
on how much money that will be spent each year tor the 
next ten years on children: 


S33 
195] 34 
1952 " 
ivss 
1956 
1957 
1958 


ballon 


Burt this is only a part of the potental market for ie 
cream manutacturers. The average customer in a retail 
tood market is not the child who comes in for an we cream 
cone, or the young couple who comes in after the show. 
Women make up about WO per cent of the total customers, 
men about 30) per cent and the man and wife shopping to- 
gether, the other 20 per cent. The interesting thing is that 
when a man shops alone he buys not only what his wite 
telis hum but other things that he wants and when the two 
shop together the biggest unit sale us made. We believe 
that a man will buy more ice cream than a woman will if 
he is exposed to it, because he likes the taste of good ie 
cream and is not as concerned with its calone content. He 
doesn't like to walk down the street licking an ice cream 
cone-—~he wants to take a quart home tor the evening meal. 
So let's go after those dads or husbands 

Another bag opportunity for selling Ke cTeam ts to people 
with home freezers. On several occasions we found cus 
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tomers buying eight pints or one gallon of we cream and 
we asked them in curiosity if they were having a party. 
The answers usually were “We have a deep treeze at home 
and we like to have a little extra ice cream tor daily use.” 
A recent survey made shows that in the United States 
today there are over two million home freezers. The 
survey also indicated more than four million homes having 
refrigerators with large frozen food compartments—still 
another very large potential market for ice cream, over six 
million potential customers, who will buy in large quant 
tes. 

We must make ice cream available to all potential cus. 
tomers in spots that can do a good, clean job of handling 
and merchandising the products. We must make it as 
available as some of the leading soft drinks and other 
sunilar products that seem to get a goodly share of that 
buyer's spending money. 

The price of the ice cream i not too important when 
sold by retailers keeping within a reasonable margin. | 
recently had a large food market operator tell me that he 
wonders if we are not paying and paying heavily for the 
cheapest ice cream that was produced during the war years 
by some fly-by-night manufacturers who are now gone but 
who seemed to think that the problems of quantity and 
price were more important than quality. We agree with 
him. Experience shows that comparison of the accepta- 
bility of packaged ice cream today with that of some years 


4 QUALITY INGREDIENTS 
2. PROPER FREEZING 
3.RAPID HARDENING 


KING SHARP FREEZING SYSTEMS 
a/waysS give proper hardening! 


Save Production Costs, Labor, Power, 
Maintenance. 


improve ice Cream Texture. 
Increase Capacity 
Defrosting Shutdowns — Keep Rooms 
and Products Clean and Frost Free. 
KING UNITS are hardening a Million Gallens a day. 


ago when “compettve” packaged we cream made the 
consumer wonder what was being put over on them. We 
tell our salesmen our competitors are reputable and they 
know best what their product is worth. In talking to many 
large food operators in the past, we find they are interested 
in tonnage, and are satished with gross prohts of trom 20 
to 27', per cent. It is, of course, our job to help them 
get that tonnage which also helps us in our expenses of 
cabinets, advertising, etc. 

Last, but not least, the ice cream people have the job 
of good merchandising. We have only to observe the aver- 
age ice cream cabinet in most of our food stores to discover 
that very little if any, ume or thought i given to pome- 
of-sale material, pricing and display. Usually the service 
department installs the cabinet, then the driver who is 
always in a hurry because he has many stops to make hils 
them up and that’s about it. Drivers today must be sales 
men, our territory salesmen must be so well trained that 
they should understand the drug, confectionery, restaurant 
and food store problems to the Nth degree. If a druggist 
loses a prescription or cosmetic customer, a food market 
loses a bread or egg customer, then we automatically lose 
a potential ice cream customer. There is a tremendous 
job to do for the industry in the proper use and display of 


self-service cabinets. 


Thee erticle besed on « given the tee Cream 


Hardening , Eliminate 


Engineers end Manvilacturers of 
SHARP FREEZE, 
COOLING, VENTILATING 
HEATING AND DRYING 
systems 


MINNESOTA 
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Home Delirery System 


Dakes’ “grand folly,” the plan was continued and even en 
larged upon. Ar first, only a panel truck equipped with an 
«e cream calunet was emploved. The test job proved work- 
Atter the fret three of tour weeks, the driver was 
real mong sales from $40 to $110 per roure daily. Expanding 


the program, the driver switched from one or two days a 


week to four umes weekly until at present the enterprise 
has been expanded to the pout where the orginal trucks 
and others since added are on the road sx days per week 
As indicated, the MMC ees with the orginal truck en 
couraged the Dake tamily to enlarge upon thew operanon. 
They now run thirteen trucks and two bobtails over care 


bul planned routes, frequently traveling as many as iM) 


} 
wes day reach areas that are inaccessible to their 
stores. Contrary to expectations, the drivers promote 
site kage of cream. the spc ial quart 
T hes rer that having chotce the 
will take the kage ror ore dollar whereas other 
many, the would Nave iwem cut te of 
sn? were fered Re. rmeiy tlw 
as added thw © «Team of 
twee T he driver permitted ta the 


— 


BRAINS BEHIND the Stewert ce Cream Company ere embodied «© 
the three gentiemer pictured Left te right Percy Charles, Jr 
and Cherles Dete 


In analyzing thew market, the Dakes learned to their 
surprise that the large wealthy homes were not the best 


buyers of we cream. The carriage trade didn’t pay off, so 


the Dakes concentrated on the lower wncome brackets and 
especially tarm families or working tamulies with six of 


~weven chiidren apereme ated that the laboring 


mans huge Quantities of ue cream 


" 
and would sok mp) of save pennies (hat omer A 


when the Stewart Grower arrived. thes had a tollar Mil 


= 


NOW THE 
TIME FOR... 
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Home Delirery System 


Dakes’ “grand folly,” the plan was continued and even en 
larged upon. At first, only a panel truck equipped with an 
ie cream cabinet was employed. The test job proved work- 
able. After the first three or four weeks, the driver was 
realizing sales from $80 to $110 per roure daily. Expanding 
the program, the driver switched from one or two days a 
week to four times weekly until at present the enterprise 
has been expanded to the point where the original trucks 
and others since added are on the road six days per week. 
As indicated, the success with the orginal truck en- 
couraged the Dake family to enlarge upon their operation. 
They now run thirteen trucks and two bobrtails over care- 
tully-planned routes, frequently traveling as many as 100 
miles in a day to reach areas that are inaccessible to their 
retail stores. Contrary to expectations, the drivers promote 
only one size package of ice cream, the special two-quart 
pack. They reason that having no choice, the consumer 
will take the large package for one dollar whereas other- 
wise many of the sales would have been cut to pints or 
quarts if such container sizes were offered. Recently, the 
hrm has added the ice cream sandwich in boxes of twenty- 
tour tor two dollars. The driver is permitted to split the 
box for half the retail price but will not vend an individual 


sandwich. 


A Superintendent 
of a western ice 
cream plant re- 
ports: 

“Since using VELVA.- 
CREME and MIXIFIER 
everything is running 
smoothly. We are getting 
compliments on our ice 
cream due to the fine 
quality.” 


GERMANTOW 


S100 LANCASTER AVE., PHILA. 31, PENNA. 


BRAINS BEHIND the Stewart ice Cream Compeny are embodied i+ 
the three gentlemen pictured ebove. Left te right: Percy, Charles, Jr. 
and Charles Dete. 


In analyzing their market, the Dakes learned to their 
surprise that the large wealthy homes were not the best 
buyers of ice cream. The carriage trade didn’t pay off, so 
the Dakes concentrated on the lower income brackets and 
especially farm families or working families with six or 
seven children. Experience indicated that the laboring 
man’s family would consume huge quantities of ice cream 
and would skimp or save their pennies so that once a week 
when the Stewart driver arrived, they had a dollar bill for 
a big box of ice cream. 

The Dake family estimated that a driver must do one 
dollar per mile covered to make a route profitable. In their 
studies it was found that to cover a fifty-five mile area in 
a day, the costs were $5.55 which amounts to ten cents per 
mile for depreciation, repairs, and gasoline for the truck. 
The driver-salesman receives fifteen per cent commission 
which takes another fifteen cents out of each dollar sale. 
Thus the total cost of distribution is brought to 25¢ on a 
dollar. However, it must be kept in mind that there are 
no retailing costs such as fountain help, displays or adver- 
tising involved in this plan. 


No High-Pressure Salesmen 


When originally promoted as a week-end delivery pro- 
gram, young Charles Dake selected his drivers from college 
students or men free from other jobs on Saturdays and 
Sundays. Many of these men continued on the trucks as 
the delivery program was extended to a six day, full-time 
endeavor. Mr. Dake hires young personality men and 
will not take a high-pressure salesman. The best proved 
to be men who had sold previously on a house-to-house 
basis. As they average anywhere from twelve to sixteen 
dollars per day depending on weather and their own will. 
ingness to hustle, the salesmen have been enthusiastic sup- 
porters of this new vending idea. 

The average volume per truck is 12,500 gallons per 
year. This figure is low for the better drivers. For example, 
one network of established routes operating within a radius 
of forty miles from the plant and main store in Ballston 
Spa, already accounts for 1,000 packages a week. That 


(Contreued on page 66) 
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PROVEN METHOD applied NEW WA 
brings BIGGER Ice Cream PROFITS: 


HOW TO MAKE THE FACT THAT... 


VARIETY FLAVORS 


*Cehes that go good with each ice Cream Flavor 


CHOCOLATE CAKE \ 


ewberry 
VANILLA CAKE | 
| 
. Banana 


MACAROON CAKE \ Any Sherbet 
with... | or lee Cream 


INCREASES SALES 


...PAY YOU MORE! 


Every ice cream manufacturer knows that offering “variety” in 
the form of assorted flavors in pints and a “special flavor of 
the month", increases business! Today many plants - applying 
that same “variety principle" to Ice Cream 'n Cake Roll - are 
reaping additional extra profits! 


Do likewise. Always feature 2 flavors - a timely special flavor 
*ice Cream 'n Cake Roll AND the year-round, standard roll 
(chocolate cake with vanilla ice cream). This way, you can meet 
the "variety-competition” of other popular desserts all of which, 
from pies to gelatine, are sold in a variety of flavors. You'll 
be amazed at your increase in gallonage and profits! 
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SPECIAL ice cream’n cake roll 


We bake cakes for every “Special” - to go with every flavor of ice cream or sherbet. 
(We're baking them continuously for 1,500 ice cream plants.) Note the list of cake roll 
combinations that you can make. You can run “specials” on same equipment you use 
for your standard chocolate-vanilla Ice Cream 'n Cake Rolls. All cakes are standard size 
and make six 4" 

Window streamers, (like one printed on reverse of this sheet) for this special" . 
are available without charge! Colorful cartons for 4'' Cake Rolls - designed to tie in with 
this “special” promotion - are available for immediate shipment at $24 per thousand, 

.o.b. Chicago, packed 400 to the box. You can order as few as 400 for a test run. 


TIME FOR PEACH... 
Ice Cream ‘'n Cake Roll 


Cash in bigger this year on the demand for peach 
ice cream. Feature Peach Ice Cream 'n Cake Roll 
and watch your sales soar! 


We supply special colorful cartons. 


steerer 


il 


See 


— 
—— 


Our representatives will gladly help you get started if you are not making ice Cream ‘n Cake Rolls now - and show 
you how you can get extra volume through these “Specials”. Write or phone todey for complete information. 


NEWLY WEDS BAKING CO. 
206 East 25th Street 16, Ilinols 
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FLAVORS FOR ALL TU SEE 


LANS for a full-scale eye and appetite appeal ice 

cream campaign designed primarily to sumulate pack- 

age sales have just been announced for Sealtest ice 
cream. 


A new idea in packaging, coupled with a comprehensive 
national and local promotion of ice cream consumption at 
the fountain and in the home, will feature the campaign 
to help druggists, confectioners and other retailers boost 
gallonage. 

The principal merchandising element in the campaign, 
according to National Dairy Products Corporation, is a 
new standardized line of packages for all National Dairy 
operating companies selling Sealrest ice cream. Names of 
individual firms are subordinated to the Sealtest name on 
the new packages. 

Featuring color-keyed-to-flavor, the packages were 
developed by the noted industrial designers, Raymond 
Loewy Associates. Evolved from a basic plan providing 
quick and positive brand and flavor identification, the new 
line is said to represent a considerable advance in packaging 
for the ice cream industry. The cartons were provided by 
Bloomer Bros., Container Corporation of America, the 
Marathon Corporation and the Sutherland Paper Com- 
pany. 
imulation of ice cream sales in bulk and at the foun- 
tain as well as in packages is the purpose of the major 
advertising campaign which Sealtest has launched. The 
complete campaign includes network television, musical 
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radio spots, appetite appealing displays, newspaper advertis- 
ing and year-round magazine and trade press schedules. 
Full-page, four-color “bleed” ads are featured in the Satur- 
day Evening Post and Life. August advertisements will 
begin to introduce the new packages. 

The containers, in pint and half-gallon sizes, have been 
adapted to fit in merchandising display cabinets and other 
freezer units. Sales tests, started a year ago in National 
Dairy operating company territories, show that gallonage 
sales were substantially increased by use of half-gallon 
containers. Sales in such containers also serve to reduce 
handling costs for the dealer. Experience has shown that 
the half-gallon container will encourage a family to dispose 
of a half-gallon quickly—and to come back for more. 

Months of research into dealer facilities and consumer 
preferences went into the planning of the packaging pro- 
gram. Its basic aims were to achieve maximum visibility, 
flavor identification and taste appeal. Packages were de- 
signed to carry the familiar Sealtest trademark on all six 
sides of the carton, together with the flavor designation in 
type. Tempting eye-level color pictures of the ice cream 
will appear on the four large sides. A complementary 
color scheme was devised with a standard color identifying 
the ice cream flavor in each carton. 

These color on each carton is expected to permit quick 
flavor selection for both clerk and customers. The basic 
color code is blue for vanilla, yellow for chocolate, green 


for strawberry, gray for special flavors and royal purple 
for all nut flavors. 
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PaNWO torces are uniting to bring to the we cream 
it aden an entirely new market, a market whose 

great potential can no longer be ignored of treated 
with a lackadaimwal arntude 

Modern refrigeration plus television are creating this 
market, Modern refrigeration is providing the facilities to 
handle the product and television is developing the mn 
centive to buy home or family-size contamers of ice cream, 
the two-quart and gallon packages. 

According to published hgures of May, 1950, retrigerator 
sales were 73.1'. abowe previous high peaks. In January 
of thus year there were an estimated 2,000,000 home treezers 
in the homes of the nation. These tacts prove that the 
American home ws tast equipping itse!t to handle large 
scale storage of we cream as weil as other trogen tooxis. 

Television ts causing an equally sigmhcant change in the 
over-all buying habits of the American people. The home 
1s again becoming the social center of family life 

This statement is substantiated by the tact that the sale 
of hard goods, durables—appliances, home furnishings and 
the like are up--whuile clothing and soft goods sales are 
down. While automobile sales are at an all cme high, the 
consumption of gasoline in television areas us off somewhat 
Theatre admissions in television areas are reportedly off 
as much as forty per cent. Other helds of entertainment 
have also felt the effects of television 

The Amerwan family w staying at home, playing at 


hame and entertaining at home. 


is 


THERE'S NO PLACE LIE HOME 


BY HAROLD C. KING 


eseremees Manager, Maryland Baking Co. 
altimore, Maryland 


Now us the time to look carefully into this new held and 
weigh its potentialities carefully. It may easily revolu 
rionize the entice distribution and selling arrangement of 
It is not beyond the realm of conjecture, 
that the housewite will receiving semi weekly or 


the industry 


even daily deliveries of ice cream in the two-quart or gallon 
containers direct to her door. 

Production has litted American to its present world 
eminence, but distribution through the proper and efhcient 
exploitation of all markets, both old and new ones as they 
present themselves, will be necessary to keep it there. We 
can produce, but distribution must keep pace with produc- 

Let us see what the proper development of this “Home 
Market” will accomplish. 

(1) Increased gallonage by raising per-capita consumption. 

The bulk or family size package will defnitely build per 
capita consumption. A large or bulk supply of any item 
in the home makes for greater and more abundant use of 
the rem. We, the great American public, the people of the 
“Land of Plenty,” are the world’s largest consumers. Pro 
vided, of course, that the supply is plenuful and within 
easy access. Make your product easy to use by getting an 
ebundant supply into the home 

The large tamily-swze bulk container is a dipping pack- 
age. It brings ice cream into the home the way we like it 
best. Dipped ice cream has always been the favorite. The 
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“Better to 


UTOMATIC MERCHANDISING (product 
vending) is a natural for impulse purchase 
items like ice cream bars. The sales of soft 
drinks, candies and cigarettes have mush- 
roomed into big business through this 
proved channel of distribution. But the ice 
cream industry has lagged. 


Storage and preservation problems have 
now been overcome by Vendo research 
engineers through practical, simple and low- 
cost machine design. And the time has come 
tor the ice cream imndustry to figuratively 


The Name to Remember in Automatic Merchandising Ciny 


marl tonbey 


small 


than to curse the dark” 


“lhe the candle” and emerge into the 
broad, proved tield of distribution through 
automatic merchandising. 

The world’s largest 
manufacturer of vending equipment, will 
be glad to lend its expersence in merchan 
dising techniques to we cream bar, manu- 
facturers 


Vendo Company, 


Toke This first Step NOW! 


li you are me cream bar 
roe well free copy of Au 


end protien leer coupes 


THE VENDO COMPANY 
Kenses City 3. 


Please send me @ tree copy of 
the enewer to screcsed soles ond prafits 


Mame 
Comper, 
Street 


State 


Avtemet< Mertherd ung 
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Picture Section 


RECENT DESIGNS fer cream pecheges ere on 
tha pege. Uniformity was echiewed the series of Borden 
Compery cortem: pictured The pecteges ere light blue 
burgeedy end white end feature the famous Elie the Cow trade 
mart. The rewnd in the center wes made by Sealright 
Ceompery eed the others ere products of Beomer Bros Alt the 
regh? are some of the collophere «indoewed bores ie which 
the Newly Weds Cake Rolle are pactaged Appropriete 
cartons: heave beer desigvred for each of the many cate and ice 
cream combivetions. Below af the left ere samples of the Puriter 
lee ef cream cups which fe sees 
shapes te meet costumer demands. They feature 
specie! designs te acd establehing brand destity and were 
preduced by the Amercen Paper Goods Compery. A 
duplay proce te replicas of ce cream many 
fecturers pecteges end thereby tebe home sales « seer 
the bettem. ceater phote was marutectured by the Weiller 
Ceompery Seme ico cream cups ond conteimers featuring the 
permittieg evtemetic end capp eg. ere 
the bottom rrght phote Des qred tor wee with 
the Anderson Bros equipment the cups were meade by 
the Lily Tulip Cup Corperetion 


Packaging 


Parade 
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AUTOMATIC MACHINERY which enables ice cream manutec- 
turers to imprint flavors on one-pint conteimers hes been devel. 
oped by the Wrap-Ade Machine Company and is ustreted 
above. The hot leaf stemping method is used, producing im. 
prints of any color on the ice cream cartons. The machine 
operetes ot @ speed of sixty per minute. Continental Can Com 
pany st sew halt-.gallon ice cream containers feature dot 
design “to enhance consumer eppeal.” Directed at the ever 
growing market of home freerer owners, i¢ is Hlustrated in the 
top, right photo. The Disie Cup Company's 7-ounce Pac-Kup 
in its new Spencerian Design is pictured below in the adjacent 
photo. This new design, according to the company, it on answer 
to the demand for « cup with the words “Ice Cream” stoct- 
printed on its side. The horse-and-sleigh design appears in « 
blue-and-white color combination. The Deen Milk Company 
[Belvedere Hlinois) packaging set-up includes the Mode! PA 
Senior automatic mechine manufactured by the Ex-Cell-O Cor 
poration. A close-up of the equipment in use et the Dear plent 
is seen in the bottom, left photo, and the same equipment util 
ined in the pectagieg operation at the Detroit Creamery Com 


pany plant in Detroit, Michigan, is pictured at the bottom, right. 
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IMITATION 


P & S lights up the ice 
cream industry with 
the giow of quality of 
its True Fruit and Imitation Fruit flovors. 


For yeors P & S has ushered in delicious tempting 
tasters, and ice cream men hove consistently 
profited from these flavorites. 


Research and a high degree of manufacturing 
ability guarantee the continuous performance of 
P & S products. Use P & S for compliments that 
poy of in dollars. 


POLAK & SCHWARZ, INC. 


667 Washington S$t., New York 14, N. Y. 
Midwestern Office: 173 W. Medison trent, Chicege 2, 
Reg Milwewhee les Angetes tam Prancises 
Cenedion Office: Polak & Schwere (Canede), ind. 
1617 Oundes Srreet, W.. Terente, Onterte, Conede 


Ouality Chekd Group 


Modernises Packages 


HE official Quality Chekd Ice Cream Carton has 

been redesigned, modernized and simplified to meet 

today's trend in self service merchandising and to 
give more prominence to the local member's brand name, 
it was announced last month, by Harlie F. Zimmerman, 
managing director of the Association. With every Quality 
Chekd member company using the same package, a com- 
plete tie-in with all association advertising and merchan- 
dising throughout the country will be achieved. 


Originator and leader in carrying through this plan to 
develop a new package in keeping with the self service 
trend for greatest sales appeal was W. J. Cammick, pres- 
ident of Crescent Creamery Company, St. Paul, Minnesota, 
a member of the Association. 


A Quality Chekd committee, after investigation, decided 
that the basic package design and red-yellow color com 
bination should be retained to insure quick brand recogni 
tion by the consumer. To give flavor indentification and 
brand names the greatest possible prominence, all unneces- 
sary printing was eliminated from the carton (see accom- 
panying ulustration). 

To make certain that the contents can easily be identified 
by the consumer for fast self service turnover the flavor is 
printed on all six sides of the carton. The Quality Chekd 
trade mark and check, now highlighted by the absence of 
extraneous material on the package, indicate to the con- 
sumer that the product has been periodically tested and 
approved for the association's standards of quality. 
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The Best the Big Ones 
Bigger Sales for You 


Firm, sturdy stock (.028 point) for- 
mulated especially for bulk con- 
tainers, and made in Bloomer Bros. 
own mill 


Sparkling surface, satin smooth, 
insures top-quality printing 


Heavy wax treatment applied by 
an exclusive process 


Precise die-cutting and gluing 
assure a square-cornered package 


Easy-opening flap for slicing or 
dipping 


Slot and tongue closure for easy 
closing and positive lock 


Accurate measure, tested and 


approved HALF-GALLON 


LINERLESS 


Available in stock designs, or to 
your private specification 


Gallon and half-gallon sales will continue Research in Bloomer Bros. laboratories 
to gain larger shares of the market. Here made this better box possible. The right 
the quality of your package is more im- materials, modern equipment, strict qual- 
portant than ever. The container musthave ity control deliver its advantages to you 
sales appeal and sturdy strength as well. intact. Samples will be sent at your request. 


BLOOMER 


BROS. COMPANY 


NEWARK 
NEW YORK 
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Here’s a switch in the art of 
drawing consumer attention to 
ice cream. A California ice 
cream firm has developed a 
device which enables would-be 
ice cream purchasers to view a 
variety of bulk flavors. Just 
as attractive packaging designs 
have stimulated carton sales, 
the “Flavor View" reportedly 
helps step up hand-packed gal- 
lonage. 


NO POINT IN HIDING IT! 


NE Pacihe Coast tce cream firm isn’t ashamed of 
Ov. a bulk ice cream cabinet looks like, and has 

taken steps to show their customers how colorful and 
appetizing their product is. Burton Baskin and Irvine 
Robiuns, partner-owners of the Baskin-Robbins Ice Cream 
Company in Burbank, California, have recently introduced 
their new “Flavor View” superstructure tor dispensing and 
merchandising bulk ice cream. This new fixture, which 
is installed on the top of any conventional ie cream cabinet, 
is said to take but a minute to install! 


The structure somewhat resembles the top halt of a 
refrigerated sloping-tront dairy case, with a glass front 
and sliding stainless steel doors in the back. The store 
clerk merely slides these steel doors open, and is ready to 
dip any flavor tor the customer 

Baskin Robbins operated eleven ice cream specialty stores 
in the Los Angeles area, and were often confronted with 
the desire of the retail customer to know what the various 


1$ 000 CONES ie one morth were sold owt of th cabinet located 
» « department store thet previously bed sof been equipped with 
feclities tor selling ice cream. An official of the store seid the Flavor 
View which enables customers to soe the ball co cream 
they buy ble for the soles echevement 
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MARSHMALLOW BUTTERSCOTCH 


> 


Give your ice cream taste appeal... 
buy appeal with Johnston Marshmallow 
Johnston Chocolate and Butterscotch 


It's the luscious, mouth-watering Marbelized ice creams that are ringing up extra’ 


sales — extra profits. So give jour own we creams this extra saies push get set 
now with Johnston Marbelized flavors. Sales tried — sales proven . . . they make 
even the finest ice creams better! See your Johnston representative and get your 
Marbelized flavors set for the bigger than ever season coming up. And don't for- 


get the hard hitting point ot-sale material Johnston provides to help you sell! 
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"THANKS A 
MILLION, TOM- 
ICE CREAM iS 
ALWAYS RIGHT!“ 


(vova BRAND ) 


- POP POF 


; For successful perties 


You fre 


ICE CREAM 
Yooays 


NE of the most ambitious industrywide promotion 
QO programs designed to substantially increase ice cream 

sales has been launched as a result of close coopera- 
tion between the International Association of Ice Cream 
Manufacturers, the American Dairy Association, and the 
National Dairy Council. 

Heart of the promotion is the 1950 public relations work 
kit, issued to ice cream manufacturers who are members of 
the IAICM Public Relations Program. Included in the 
are sufficient materials for individual manufacturers to 
conduct their own advertising and publicity campaigns. 


Nine Folders 


Nine separate folders comprise the kit, and each of 
these is devoted to a specific phase of the program. The 
hest folder contains reproductions of current advertise- 
ments being distributed in behalf of the industry by the 
National Dairy Council to various professional journals. 
These ads are built around basic ice cream research, and 
pont out the umportance of ice cream to good health. 

The second folder features a compilation of more than 
hity typical advertisements, created to influence greater 
consumption of ice cream. Layouts are included which 
need only the addition of the individual manufacturer's 
signature to complete attractive newspaper ads. Copy and 
art work for each ad are included. By interchanging art 
and copy, more than 1%) advertisements may be composed. 


Wide Variety 


Enough variety to cover a year-long campaign is offered. 
There are “flavor” ads, “holiday” ads, “party” ads, “take- 
home” ads, “nutrition” ads, and “research” ads. These 
covet a wide range of merchandising angles, and are de- 
signed to attract attention with strong illustrations, and 
to sell with copy that continually stresses brand name, urges 
“Buy (Your Brand) Ice Cream.” (For examples, see 
accompanying ulustrations. ) 

Folder Number 3 is a collection of radio “commercials” 
that are ready (with the insertion of individual manu- 
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H. Kohnstamm’s exclusive new process of extraction 
brings you a pure, more concentrated, better flavor vanilla 
that means finer taste for your ice cream— lower flavoring 
cost per mix! 


Your customers and their customers will appreciate this 
true full-bodied vanilla. And because of the extra strength 
of Vanilla 1162, every ounce of this new extract goes 
much further— proved by actual plant tests! Ice cream 
flavored with Vanilla 1162 wins in every comparison 
taste! That’s why we're particularly anxious for you to 
try it in your plant...at our expense! 


FIRST PROOUCERS OF CERTIFIED COLORS 


CO. Enc. 


VANILLA DIVISION 
89 PARK PLACE, NEW YORK 11.13 ST. CHICAGO 11 
4735 DISTRICT BLVD. LOS ANGELES 11 


ATLANTA BALTIMO®E BOSTON CINCINNATI « CLEVELAND « DALLAS DETROIT 
HOUSTON INDIANAPOLIS KANSAS CITT, MO. MINNEAPOLIS NEW O81 TANS 
OMAHA PHILADELPHIA PITTSBURGH - ST LOUIS « SAN FRANCISCO 
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Now -QU TRY NEW, PURE 


VANILLA 


26 Ounces Prime Bourbon Bean... Two-Fold 


One Hundredth Anniversary 


To take advantage of this Free Test 
offer, fll out and mail this coupon 
now to the branch nearest you. 


VANILLA DIVISION 
4. KOMMSTAMM AND CO., INC. DEPT. F.3 


Send ws test quantity of Vanilla 1162 —26 on. 
Prime Bourbon Bean [} 
Fortify with ot. of Vanillin per gallon 
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A New Series: 


USHING its way towards a 1990 mullion dollar sales 
R mark by vending a vanety of products ranging trom 

soup to nuts, automatic merchandising has made vast 
post-war strides as a distribution sales tool, Once again, 
ice cream manufacturers, seeking new media to provide the 
outlets and “plus” volume that will spur the industry on 
towards its bullion gallon goal, have been eyeing the vend- 
ing machine and its potential. Reports that major plants 
have been testing various vendors have set the trade grape 
vine bueving, and many an ice cream maker is asking $64 


questions about robot retailing. 


To understand this sales tool, it's necessary to trace the 
ups and downs of automatic merchandising in the we cream 
held 
ing, for machine selling is designed to tap a market not 


It's aim unpewtant tc recognize the of vend 


reached through standard retail outlets, and the vendor 


dows seek compete with manual facilites. Fune- 


SPOTLIGHT ON VENDING 
Because of the mcreasing populardy of automatn 
vending machines as a means of reaching an wn. 
precedented number of consumers with an un. 
precedented number of products, ICE CREAM 
FIELD begins, om thu meme, series of artyles 
on the potentialitees of vending machimes for we 
cream manufacturers, The artwles will be writ. 
ten by Arthur Yohalem, who has been study. 
img and ering on the mbpect of machme vend. 


me for many veers. 


The first artele deals with the background of 
vending we cream wea machines. It covers the 
subject from the use of the first vendimg unit 
the early “10's to ots modermration today. Next 
month's metellment will discuss sales volume 


BY ARTHUR E. YOHALEM 


noning in locations where over-the-counter service would 
prove unprofitable or impractical, the coin machine in- 
creases the “availability” of such products as ice cream 
to the public on a round-the-clock basis and encourages 


“umpuise” buying. 


There's litthe doubt that automatic merchandising can 
be groomed to provide profit-making “silent salesmen.” 
Currently, an esmated 18 per cent of cigarette, 15 per 
cent of candy bar, and over 10 per cent of soft drink 
sales are registered via vendors. In the we cream held, 
however, only about 2 per cent of total dollar volume is 
Some of the reasons 
why this product has lagged behind the automatic mer- 
chandising parade can be tound in its history, which may 
offer pointers to the ice cream maker charting a 1950 
vendor course 


currentivy credited to machine sales 


Early “Bugs” 


lee cream vending on a coun-in-the-siot basis goes back 
some thirty-hwe years, when the product was featured in 
New Yorks Automats, where diners obtained food items 
bow. 


ever, thus type of in-store vending did mM carry over t© 


by dropping nickels in glass-tronted compartments. 


the use of self-sufficient ice cream vendors until modern 
refrigeration was perfected. By the early 1930's, candy 
and cigarette machines were enjoying a vogue, and gad- 
gereers were at work developing com-<operated ice cream 
dispensers. Featuring bricks, early models offered as many 
as five different flavors, but these primitive models had 
mechanical “bugs” that stymied full-scale development. 
European inventors, taking a different tack, devised 
vendors that were cooled with dry ice, but when such units 
were marketed in the United States around 1935, this type 
of refrigeration proved impractical. 


However, sales tallied during these pioneer efforts point 
page 


of 
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AND —-THE DIXIE FRANCHISE OFFERS YOU 
THESE ADDITIONAL ADVANTAGES 


Use of o nationally occepted symbo!l of dependability. 
identification of your brand nome in the home 

The sampling of your quality product ot a profit 
Containers of highest quality and uniformity 

Heip in filling, distributing, selling YOUR Dixies. 
Support from years of consistent advertising 
Effective dealer advertising material FREE 


of the Diste Cee 


DIXIE CUP COMPANY. EASTON. PA. CHICAGO Hi. DARLINGTON. FT 
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BY GEORGE W. HENNERICH 


ice Cream Merchandising Institute 
Washington, D. C. 


DUNT STRIKE UUT 


WITH THE 


BASES LUADED! 


ERHAPS there are some of you who would preter to 

have me talk about baseball, as my topic implies, 

rather than about merchandising—and selling ice 
cream, a subject which is so close to my heart. I am going 
to the baseball diamond, ladies and gentlemen, for an illus- 
tration by which I may dramatize and emphasize some sales 
factors, and I hope to stimulate your thinking in a selling 
direction. 

I'd like you to umagine for a moment that you are with 
me in a ball park, sitting in the grandstand. It’s the last 
of the 9th—the score tied—the home team at bat with 
two out and the bases loaded. Up comes the next batter. 
Strike one—ball one—ball two-—ball three—and now 
comes the second strike. It is three and two on the barter. 
But this isn’t the regular batter. The manager of the 
home team chose to send in a pinch hitrer—imagine how 
he must feel in this tense situation—imnagine how this whole 
team including the coach, even the people in the grand. 
stand from this home town must feel—two out, the bases 
loaded—three and two on the batter. Well, what hap- 
pened? On the next pitch, this boy placed one between 
third and second. It’s a hit, and the ball game is over. 
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The crowd goes wild-—the hitter is cheered. But it 
wasn't only the hitter who won. First of all, the judgment 
of the coach who sent hum in made victory possible. He 
picked the right man. The man who when odds were 
against hum didn’t give up, but stayed right im there, met 
the pitch with courage, energy, enthusiasm and drove in 
the run! 

Sure it’s a thnll—bur it certainly is a terrihe situation 

tor the team and for the crowd-—-and in the game of sales 
it isn’t perhaps the spot you'd best like to be in even if 
you had a good pinch hitter—it's pretty close to losing the 
game. 
Now let’s come back to the ice cream industry. What's 
wrong with our industry? Well, I don't believe there 
is too much wrong with it. It is possible that some of 
our good hitters are in a slump. We know that batting 
averages are down and even though there it a lot of play 
and a lot of good players, we're just not scoring. What 
is the trouble? Or maybe I should say-——what about 
loading these bases? 

How are these bases loaded? Well, in my opimon by 
the nutritional program of your state association—the 
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public relations program of your Internanonal Association, 
tortihed by the work of the Amencan Dairy Associanon 
and the Nanenal Dairy Council-—the bases are loaded. 
Through your company's reputation and through thew 
advertising, they have made a lot of people like ice cream, 
and have also loaded same of the bases. 

The services of our own organization, the Ice Cream 
Merchandising Institute, the International Association's 
athliate, have helped, I think, in some degree at least, to 
lead same of the bases——but we need hitters to do the 
«orig. So I say to you, when these bases are loaded 
through advertuung—through reputanon—through the 
work of these various organizations which I have just 
mentioned, our sales people can't strike out with the bases 
loaded. It should be remembered as happens in a ball! 
that the Copp has a string of relet pitchers; 
some of these fellows are pretty good, and they are very 
apt to pitch some of the fast balls and curves, trying to 
prevent your men from getting on the bases 
would like to wew it 


25 we 
prevent people in the retail dealer 
stores from buying your ice cream 

Your salesmen, your hitters, have to k mew how to hat 
those fast balls, how to overcome the curves of the oppos: 
nons products competing for the same share of the con. 
sumer dollar you're after 

They need the will to work, the ambition, witative, 
enthusasm, courage, which kept that pinch hitter nghe 


in the game until he made the hit which brought in the 
winning run. 

There are a lot of ce cream people, a lot of sales 
personnel throughout the industry who are singing the 
blues. Why should they? The 1948 production is more 
than double thar of ten years ago. There are more people 
in this industry with more money to spend. In the last 
ten years there have been more marriages in this country 
than in amy other ten years. Yes, there have been 
17,372,000 marriages—that means new tamilies—new pros- 
pects for your product——new homes to which to direct your 
advertising appeal. 

In fact, well ower one-third and some estimates say as 
high as forty per cent of all present families in the United 
States have been formed in the last ten years. Your town, 
your trading area, has its share of these new families. 
They are an often neglected source of potential business, 
particularly for take home sales of ice cream. 


bases are loaded. 


Yes. vour 


Tiny Tots 


Well, what about some of these uny tots that like to 
go to the ball game. A fan club tor the kiddies around 
ten years of age? I'm sure you realize what they mean to 
the sce cream industry. There are more children under 
ten years of age than in any tume in our history. The 
hgure ts estumated to be close to 29,000,000——whart a chance 


tor hits--huts that will drive in rums-——hits that will put a 


A Better Scoop...Non-Mechanical, Non-Chemical 


@ One Piece Solid Aluminum 
@ Dips Easier, Faster 
Attractively Priced 


Scoop: Hite a perfect circle with 
every dip, The ice cream won't stick, 
and th dipping im water ts necessary. 
This is because Scoop-Rite is made of 


solid aluminum, the metal which has 


SPADES G DIPPERWELLS 


haath 


polished 4 


hieh lustre Dipperwells 


Humbing 
Spades per feetiv bal 


anced, sharp 


the greatest resistance to heat or cold 
of anv used todav. When vou trv it, 
vou will see how pertectly the SCOOP 
releases without a tripper or chemical 


needed, 


WRITE FOR DETAILS 


788 WILDE ST., DETROIT, MICH. 
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runner across home plate, and that is just where you and 
I are going to try, and must try, to get more ice cream— 
on that home plate. So there are chances for hits—the 
opportunity to load your bases. Where can these people 
spend money to help your business? 

Not of course in this ball park that you and I are 
imagining we are in at the moment. For us, our ball park 
is the retail store. It is logical that we should give a little 
bit more attention to satisfying and handling the people, 
who after your advertising, after the recognition of your 
company’s reputation, come into the retail establishment to 
buy your product. And it is at this point, ladies and 
gentlemen, that we cannot strike out with the bases loaded. 

There are surveys which show retail business isn’t falling 
off in many areas, yet ice cream sales are another sign that 
the retail dealer is your focal point. Thar is an indication 
that we need to change either the hitter if we are on the 
scoring side, or if we are on the opposite side to put in a 
better pitcher. We certainly should survey the dealer's 
area to find out what his trade prospects are—to give him 
some ideas about going out after that business. Now, 
how can we load the bases for these retail dealers? 

Our hitters, or our sales people should carry along with 
them at all times suggestions and ideas for the retail 
dealers. Every time they come to bat they should have 
a purpose for being there 

Here is a base. Feature something of particular interest 


to the ladies—ves, a ladies day—use al! this wonderful 
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material that has been supplied you by your nutrition prog 


grams. Tell these women about the wonderful nutritiona 
value of ice cream. Oh, you say, I have told them. But 


you've got to keep on telling them; you've got to keepy 


pitching. 


Another: suggest to the leader that he stagger employee 


shifts to give maximum help at peak business periods, thus 


speeding customer service. 


Help Create Combinations 


Another: help the dealer create combinations for selling 
we cream and other products in a fashion which is in keep- 
ing with his customers’ spending range, yet prohtable to 
the dealer and a fair value to the consuming public. Show 
this retailer how to build if he is operating a soda fountain, 
“specials” for “event” selling from his regular soda foun. 
tain staple offerings, practical suggestions that should be 
made on every call your salesman makes. 

It we hope to load the bases we are going to have to 
improve our hitting and hitting means ideas to these retail 
establishments. 

Now if this dealer is in residential areas where evening 
business is off, ar this point we ought to mention that as 
in baseball, the whole team has got to be in there at all 
umes if we are gowg to score runs—and it is no different 
in business. 

I think we need to take into account—or at least interest 
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You do not have to own a yeor's supply 
of cans at any one time. 25% of your 
con requirements will be delivered in 
each calendar quarter of the year. 


* ano OF 


MORRIS PAPER MILLS 


MATIONAL FOLDING BOX co. 


Alse Distribeted by 


CHERRY-BURRELL CORP. © The CREAMERY PACKAGE MFG. (0. 


Branches in Principal Cities 


everybody in the plant-—in everything the sales division 
is doing. Make chem a part of the game from the hum- 


blest bat boy or can washer to the president or the manager 
of the club. 


A Libs 


Now, maybe occasionally we go to this manager when 
he is making inquiry about our batting averages and use 
some alibts. I am reminded of ome that has been used 
recently by an ice cream company’s selling force. Because 
© many people are staying at home looking at television, 
some of his retailers were complaining that his customers 
didn’t come down town after dinner any more. They are 
all at home viewing their television sets. Now why use 
an aliix? You cannot sell on the defensive, and you cer- 
tainly can’t sell with alibis. We should stay on the of- 
tensive and suggest to the retail dealers that the television 
hasn't actually created a hazard for him, but has created 
an opportunity—yes, an opportunity to sell more ice cream 
in the home-—to put a dish of ice cream on that table nght 
along side of the television set, to make those people better 
enjoy the show while at the same time enjoying a dish of 
wonderful nutritious ice cream. 

Maybe your dealer is near a movie. Maybe we can 
offer a suggestion there that might load the bases. Special 
we cream combinations which can be served quickly bring 
in a lot of homegoers. 


Well, perhaps you say: “You're talking about the whole 
country; it is different in my town.” Let's not kid our- 
selves about this situation. Isn't that just another alibi? 
Unless you have been hit by some economic hurricane 
lately, I doube whether it is any different anywhere. We 
just can’t sell with alibis. Now we have the men on the 
bases, and I'd say we have loaded the bases. We have 
loaded one of your bases of seeing to it that ice cream is 
recognized by the United States Government and listed on 
the seven basic food program. We've put another man on 
base, and yes, we have made a hit, too, by packaging ice 
cream in the size containers that our consuming public 
seems to like. We've made it available to them in many 
more outlets—-we've made it easy to get-—we've made it 
easy to eat. 


The Role of the Coach 


But how are we going to bring these fellows who are 
on the bases in to score, Mr. Coach? And so maybe we 
ought to say a few things to you. The coach of any team, 
the coach of a sales team particularly must work through 
the entire team with every player to find where the trouble 
lies before he can determine what the remedy might be or 
what he might suggest to win-—first, to find where and at 
what point—then what man, and even perhaps what ac 
count. Yes, what reta! dealer, tor if the boys are missing 
sales too many times when they are up at bat, or calling 
on customers, maybe they need more batting practice. 
Looking over our scores for the first fev weeks—how many 
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times are they actually getting up to baton how many 
calls are they really seeing the man who can buy, or who 
can be interested in more aggressively promoting ice cream. 
For example, if the salesman is calling on accounts m a 
business district, is he suggesting that combination lunches 
with an ice cream service are popular and profitable and 
do sell a lot of ice cream? Is he suggesting that snacks 
for mid-afternoon with ice cream or donut topped with 
ice cream, served with coffee are popular with office 
workers? Well, these things will bring im a lot of runs. 


Restaurant Accounts 


There's another spot, Mr. Coach, where we haven't been 
doing well, 
counts. We must get them to feature ice cream on their 
menu by flavor, by items, such as the sundae, the banana 
split, the partait—in fact almost every item thar is sold 
over the soda fountain can likewise be listed on the menu 
of a restaurant. We must remind these restaurant oper. 
ators that ice cream, when it is on the menu as part of 
a table d'hote dinner has been accepted nearly 75 per cent 
of the tme—and ice cream with pie is one of the leading 
choices in the table dhote meal. Give the restaurant oper- 
ators some combinations like jelly roll with strawberry ice 
cream, and apple pie with your feature flavor of the month 
~~@ change of pace suggesting a change of ice cream oc- 
casonally—and get them to list on their menu these items 
in that fashion. 

Specific suggestions—and ideas——which can be put to use 
there and then are what dealers need and will use if the 
salesman properly presents them. He'll make a “hit.” 

It goes back again to the knowledge, enthusiasm and 
alertness of your salesmen. 

If a ball player or even if a salesman comes up at bat 
and misses eight out of ten, he is below the average hitter. 
If with a little more coaching he might come up with a hit 
even one more time, or a record of three out of ten he'd 
considerably improve his batting average, and his value to 
you, and your company. 

Maybe that could be classified as one reason that we 
are not making more hits. Maybe we are sending these 
hitters in or sending our salesmen out to do a selling job 
before they are ready. Some of our fellows come up from 
the sand lots and we must teach them the rules and the 
lingo of the game—even if not the finer points. Now in 
the big league, they don’t often win world championships 
with a team of rookies. They have to be seasoned—they 
have to be trained—they have to understand that they 
are in the big league, and my friends, today selling, par- 
ticularly selling we cream, is in the big league. 

Do your salemen know enough about your product, actu- 
ally? Have you coached them in the kind of sales facts 
that give them the best grip on the bat of sales arguments? 
Are they alert to the curves which may be thrown or the 
fast balls that are going to be thrown at them? Or are 
they goung to be ready so they can hit that old apple in 
spite of all kinds of opposition pitching? 

But even if your team is hitting you've got to get the 


I refer now to some of the restaurant ac- 
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players ower the plate to score, And thar is where you 
come in, Mr. Coach. That is where maybe coaching o 
turn the trick. 

Sales Management in December 15, 1949, had an ex 
ample of what we mean, Sumner Robinson, General Sales 
Manager, Bigelow Sanford Carpet Company, discussed as 
his topic, “Trouble Spots In Sales: How we Can Localize 
and Cure Them,” and he said, "When a salesman hits a 
slump, an aspirin and a tongue lashing are no substitute 
tor careful diagnosis and clinical attack.” Now he's a 
carpet salesman, but hus idea can be translated to ice cream 
selling without any stretch of the umagination. 

He says further that tracking down a falling sales curve, 
he locates the district, through the sales manager, then he 
tollows through to a particular area, the accounts in that 
area and finally of course, puts the finger on the salesman 
whose record ws pulling down the team average—so the 
coach and management gets the facts in rig time and take 
quick action. 

The salesman whom he calls Cameron has been at bat 
256 umes in six months. An average of two a day-—i 
the 128 working days; the sales group or his team’s aver 
age for that same time is 3.9 calls a day—of SOO ¢ 
at bat-—almost twice Cameron's record. 

So like any good coach, the reasons for fewer tumes a 
bat are looked into and lack of plan, failing to follow 
schedule, poor use of time are all found to have hel 
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Cameron back 
average 


This affected his hitting and his barring 


So now the Cameron deo better? Well, 
hus sales manager thought so and gave Cameron some more 
batting practice. Some personal workouts which buile up 
his knowledge—added to his belief in humself-—with the 
result that Cameron's average began to climb, his “dealers 
began to regard hun as a business asset and looked forward 
co his calls” says Mr. Robunson, and of course the score 
tor his tearn showed decided unprovement. 


As Much Ice Cream As Possible 


Are we sometumes overlooking the different types of 
peaple that come into the grandstand, our grandstand, the 
dealer structure, and whether or not too much of our et- 
forts have been directed toward only one held of the play. 
I don't believe we can afford to only attempt to get business 
super market, ete. 

think there is still a lot of business to be had from soda 
ountain outlets, It iu my belief that we ought w spend 
lot of tume of all of vur time in trying to sell as much 
ke cream as is humanly possible, wrespective of the kind 
t outlet. 

What do we care who is going to make the hits of 
hat player on the team is making the hits? It is hits 
ere after It has been stated re- 
ently by some of our best sales executives that we need 


trom the grocery store-——chain store 


It ws scores we need. 


FOR MAKING BETTER NUT ICE CREAM 
Use Nutmeats Prepared 
Especially For You 
Finest Quality at Low Cost 


Specialising in 
Buttered Select Pecans 


| Use these delectable, richly buttered pecans for 
| mpertior quality “Butter Pecan™ 


Buttered Toasted Almonds 


Here delicious mut favor now enjoying « 
new high of popularity 


Toasted Chopped Nuts 


| A tasty nut mixture, without peanuts, suitable 
| fer numerous nut favors 


sealed in air tight 


shipping contaimers 
end rushed te you by festest moons. 
WRITE FOR PRICES TODAY 


SORTED NUTMEATS 


COMPANY 


4106 Main Street Pittsburgh 24, Pa. 


to reemphasize the opportunity for the soda fountain 
operator so far as we cream is concerned. And to give 
him some merchandising information and some new pep— 
some ideas, some inspiration, so that he too will make some 
hits for our team. 


I'm sure you know that with a Joe Dimaggio in the 
line-up at the Yankee Stadium on a Sunday afternoon 
that there is a better chance to fill the grandstand. Why? 
Because people want to see a star. They believe they get 
more for their money. 


Are you directing your players—are you playing up to 
the grandstand seats with the new and better 
point-of-sale materials 


day 


It we are going to get some of this soda fountain busi- 
ness or even if we are going to get business from any of 
our outlets, we are going to have to do some 
ourselves. 


advertising 
are you featuring the spot of the 
your flavor of the month? 


“starring” 
We are going to have to know how to feature 
our flavor of the month so that it actually accomplishes 
better results, so it fils our grandstand tor us, so that it 
hils the seats, has people waiting there to see us perform, 
getting a taste this mew ice cream that 
Yes, we need stars, and 
there wn’t any other item that 
can be starred with as much emphasis and so sincerely as 


ot this new star, 
we are making available to them. 
as I see it im the tood line. 


the product which we are talking about here and now. 
Maybe you are wondering where we are going to get 
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the glowes, bats and the baseball paraphernalia necesasry 
to bring these men off the base once they're on. Well, | 
think the Ice Cream Merchandising Institute has helped 
a little bic in that direction by giving you our marveleous 
monthly publication, “Ice Cream Merchandiser” and 
now the synchronized window streamers which tell the tans 
what to ask for after the “Merchandiser” has taught your 
retailers how to make the items which can be “starred.” 
Then we gave you that book called “Let's Sell Ice Cream.” 

Oh ves, we have pitched a few curves in the opposition’s 
direction, they've had many a man at the plate with three 
and two-—but just didn’t know how to make a hat. The 
opposition was overwhelmed last February. They didn’t 
know the new rules—we hit them night between the eves 
with a fast ome right over the middle of the plate when 
we gave you the “Winter Ice Cream Sell-A-Branrion.” They 
didn’t know the new rules. You don’t quit for darkness, 
you turn on the lighes. 

We have for vou alsa, as do the ball clubs of the nation, 
spring training so that your rookies or your regulars or 
whoever wants to come may come to the L.C.M.1. Train. 
ing School in Washington. 

Once these men have been released from our school, 
they will know how to make hits— 
your score board of sales. 

Now we have to keep some extra pitchers warming up 


how to make scores on 


the ball games for his club It takes quite a string of 
pitchers with different kinds of deliveries to pitch to all 
the different kinds of batters, and it takes a catcher that 
knows the hittong averages of the opposing team—and we 
need to be giving out new ideas all the time—materals 
that will do a selling job of putting scores across for our 
team. 


Help the Dealers 

Help the dealer with the soda fountain—help the 
dealers of all types of stores, supermarkets, delicatessens, 
theatre operators, grocery stores, any place where there is 
an opportunity to sell more ice cream. That's our bull 
pen, that is where we go to keep our pitchers in readiness 
to know what it is all about when someone comes in to 
buy from them so that we are sure they won't strike out. 

You know, when the man with the blue coat says “you're 
out,” that’s it. The public is the umpire of your product 

~and if they call it out, brother, it’s out! 

For your dealers to make more profit out of “take-home 
we cream” they've got to get ice cream on the home plate. 
The sales program of your dealers and of you, the manu- 
tacturer, can’t do it if we strike our with the bases loaded. | 

In closing, Mr. Coach, we know your team will only go 
as far as your players will take it. Let's not leave men on 


the hases—let’s 


not strike out with the bases loaded. 


in the bull pen, too. I think it is recognized thar no one 


This erticle based op tolh delivered during the recent conus! 
idea can win a campaign and no one pitcher can win all 


eouwention of the of lee of 
Jersey and Delewere, held 


a 
The New 1950 MORRISON ‘“Carry-All’’ Body Preferred by Ice Cream J) 
Manufacturers for Refrigerator and Sign Installation Service! | 


The MORRISON “Carry-All” streamline design and durable construction 
permits easy handling of heavy refrigerators Large, locking, weatherprool 
compartments are keyed alike. The “Carry-All” is the ideal beady for your 
retrigerator amd sign service truck, A complete line of accossorigsn are 
avatiable t suit wour particular requirement. 


HUSKY, WIDE AND HANDSOME! 
A Better Body at a Lower Cost! 


AMHERST /ST Carry. all Body Division 
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Another Method 


To Reach Public: 


Decalcomanias 


S people become more and more brand conscious, 
the industry's leaders are searching for better means 
of identifying their products to the consumer. Ice 
cream men are doing a progressively better job of point- 
ot-sale advertising, complemented by better and more fre- 
quent newspaper, radio, television and billboard advertising. 
Check the success of any well-known ice cream name and it 
will be found that only through advertising has the qualiry 
been made known to the public, and the result has been 


a larger business volume. 


Taken for Granted 


lee Cream Freto believes that too much is taken for 
granted in the use of promotional materials. Last month 
this publication featured point-of-purchase displays with 
emphasis on lithographed material, flavorboards and strips, 
metal and other types of outdoor signs, dominations, etc. 
In this issue a good deal of space is being devoted to the 
package and how it carries to the public identification of 
the manufacturer's name and trademark. So many firms 
have been asking this publication abour the advantages and 
proper use of decalcomania transfers that herein we present 
some of the questions and answers for your guidance. 


“Ad.-Lite” Decals 


The fact that decals are being used on automobiles, 
trucks, trailers, and street vending equipment ts now widely 
accepted in this industry. It is, of course, logical to make 
rolling billboards of our transportation and vending equip- 
ment. Only in recent years, however, have leading ie 
cream firms turned to the use of a new process called 
“Ad-Lite” decals which transforms truck body signs into 
full, rich color posters by day and into brlliantly-lighted 
advertisements at night. A good illustration of effective 
use of the Ad-Lite is shown in the photograph of the Car. 


VELVET FREEZE Cream stores in Kansas City, Missouri, window 
decals to spotlight Frozen Drumsticts and lithegrephed posters to 
call attention to the Newly Weds lice Cream © Cabe Roll in « 
demonstration of the firm belief the advantages of point-of-sale 
edvertising. The Ket: Drugstore Kensas City [edjecest bottom 
photograph) uses window decal to announce the availability 
of the Drumatich sowelty. 
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As for colors, wherever possible it is urged that only 
permanent shades of color be used. The lighter the shade, 
the more fugitive it is. See to it that the decals are made 
from the finest quality enamels and wherever possible use 
darker colors for durabulity. 


Who Should Install Them? 


Some ice cream firms have questioned who should put 
up the decal. According to Mr. Morse, most of them are 
CARNATION COMPANY has found the “Ad-Lite” decals to be of. *PPlied by the man who does the actual painting of the 
fective advertising devices and uses them extensively on ice cream trucks, carts, cycles, etc. On ice cream stores, small stands 
delivery trucks. and things of this nature, the decals are applied by the 
. man who distributes the product to these places. In drug- 
stores, large ice cream parlors and similar places of retail 
nation ice cream truck, accompanying this article. This business, the larger distributors have men who specialize 
unusual around-the-clock “Ad-Lite” was worked out for in dressing windows, placing advertising in v spots 
the Carnation Company by Morse Decals, Inc., of Los and the application of decals to desired locations. In any 
Angeles, California. Some users value the extra advertis- event, a good watertight adhesive should be used for ap- . 
ing impact of each delivery truck using this new form of plication of decals whether for the inside of windows or : 
decal at many thousands of dollars per vehicle. on opaque surfaces such as trucks, etc. No skill or pre- ; 
vious experience is required to apply the decals. Decals 7 
It is interesting to note how decals are also used at are now recognized as an important part of the overall 
food, drug and ice cream stores. A well-known midwest- advertising picture to emphasize trade names or brands | 


ern chain, the Katz Drug Company is effectively using the in order to capture a bigger share of the consumer dollar : 
decals on windows and glass doors. This drug chain rec- for ice cream. 


ognized the opportunity to boost novelry and specialty 
ice cream products in stores where in previous years only 
bulk fountain sales were enjoyed. One of the accompany- 
ing pictures illustrates how a standard window display of 
toothpaste, tissues, etc., has been converted into highspot 
displays for Frozen Drumsticks by the installation of a 
decal prominently on the glass. The Katz Drugstore 
(illustrated) in Kansas City, Missouri reportedly has been 
well satisfied that such prominent position accorded to ice 
cream is richly rewarded by the resulting extra business. 


How Often Changed? 


Another good example of the use of decals in specialized . AN 3 
ice cream stores is shown in the windows of the Velvet ae 


F lee C Stores of K City. Ag the 


The question is asked, “How often should decals be 
changed?” This query was put to R. B. Morse, President 
of Morse Decals, Inc., as an authority. He suggests that 
the decals placed around the inside of the windows or the 
inside of stores where they are protected against scraping, 
scratching, and the direct rays of the sun, will laste for 
many years. However, :f used for exterior purposes such 
as on vending carts or trucks, they will be exposed to the 
elements and vandalism. Most ice cream transportation 
equipment is painted every year; therefore it is best to 
paint right over the designs, regardless of their condition 
and then apply fresh, new decals. 
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No Place Like Home 


page 3 


bulk package in the home provides the same delicious good. 
ness that has long been the preference at the soda fountain, 
m cones, sodas, sundaes and mulk shakes from ume um- 
memorial, Any and all of these items san easily be made at 
home 

The average pint or quart container is ordinarily a slicing 
of portioning package, adequately serving four to eight 
people. This ws not true of the larger bulk package-—ice 
cream « dipped or spooned trom this container and in 
much more generous servings 

I have often heard the statement “I don't eat we cream” 

but | have yet to hear anyone say “I don't like we cream.” 
Chances are the person who doesn't cat we cream was not 
exposed to it in sufherent quantities in his youth. 

(2) Brand Preference. 

The conitant use of your particular ice cream in the 
home will ether create or greatly strengthen brand prefer 

Other industries have proven the above to the point 
where they are willing to spend and do spend staggering 
sums each year to entice the consumer to try or test us 
particular brand tor a given period of tume, usually a 30. 


i 


cay supply or better Onee a person is convinced of the 


particular attributes of a certain brand of product they are 
reluctant to change. The desire for your parncular brand 


BREYER Specifications: 
1040 gel. cap. 
Self-Contained (Freon) 


Check With 


erto 


For the Finest in 
REFRIGERATED BODIES 


Convenience 
Style Ovurebility 


Let Us Quote 
—— Dry lee — Ammonia 


MERIO Eouiwrment Co. Inc. 


Balter 


HAROLD C. EING creme: 
tha ertiche the mpertesce of con. 
contretieg of the home mertet es 
qeterege. Me poiets cut thet 
two ond mod 
eve retry combined 
to mete the home mertet more 
fegerd te poter 
tel «2 cream comsumption end 
erges mesutecturers to geo after 
oth everything you ve ge" 


of ice cream can be built by acquainting the purchaser with 
your definite of pronounced flavors—the smoothness of 
vour texture, the rich goodness of your cream content and 
the density or weight of your ice cream through its use of 
availatulity tor use m the heme every day of the week, 
month and year. When this takes place people will think 
They will 
go out of their way to buy vour brand, becauce it best suits 
their needs and taste 

It might be well to state at this point that one New York 
State manutacturer is bound to get increased volume and 
brand preterence from the following results. 

Through special effort and promotion during a two 
month period he increased his sale of half-gallon packages 
219.7 per cent. The point that perturbs some manufac- 
turers when planning sales effort and promotin tor selling 
the halt-gallon or gallon package was answered by the 
above manutacturer. How will the increased sale of the 
‘arge or tamily-size unit effect my pint sales? While in- 
creasing his halt-gallon sales 219.7 per cent he also enjoyed 
2 corresponding increase in pint sales in al! his branches 
ranging from fifteen to thirty-two per cent. His overall! 
increase in pint sales averaged eighteen per cent—a very 
enjoyable increase indeed. 


ct your brand we cream not “just we cream. 


(3) lee Cream im the home aids im overcoming adverse 
weather conditions 

The consumpnon of ice cream already in the home is 
not effected by rain or other adverse weather conditions as 
in the sale at soda fountains or other outlets. 

Let us take tor example the average retailer who has a 
supply of perhaps forty gallons on hand. How much of 
this supply will be sold in the course of a rainy afternoon 
and evening’ Rain affects store trafhe. Srore trafhe in 
turn send sales up or down. On the other hand, if this 
same retailer has supplied his trading area with home bulk 
packages, how Mus h ot thus supply will Ne consumed on 
this same rainy evening” I believe that this question has 
already been answered in your own mind. You're nght, 
absolutely mght, a large portion of this supply in the home 
would be consumed 

The proper development of this new home market will 
not only increase gallonage but will accomplish many other 
things tor the good of the entire industry. 
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BY LOUIS A. CARLINER 
Bettar ice Cream Company 


Baltimore, Maryland 


A WARNING AND A CHALLENGE 


HE consumpnon of butter dropped per capita from 
4% 18.5 pounds in 1926 to 10.2 pounds in 1948, 

lee cream production in Maryland dropped trom 
700,000 gallons in 1949 to 655,000 in 1950, im a recent 
month 


Is there a relationship between the nwo? Is there a deh. 
nite warning to be seen in this drop im ice cream in this 
month in 1950; particularly so when the per capita con- 
sumption of ke cream rose trom 2 gallons pet capita in 
1926 to a high of 5 gallons in 1946, and then a steady 
decline began to set im, starting with 4.3 gallons per capita 
in 1947 to 3.9 gallons per capiza in 1948, 


At first thought, some may say that the drop in this 
recent month was due toa weather; however. there was a 
drop also, in February and March in 1950 from the previ- 
mis year 


In this same month, and with the very same weather 
conditions, 1,000,000 packages of a trogen dessert mixture 
were sold im the chain grocery stores alone; and this was 
a make of a dessert mixture which had not been on the 
market in 1949. The reason only 1,000,000 packages of 


| thes trogen dessert mixture was sold in the current month 


was because the retailers could not get larger allotments 
trom the manufacturer. 

Credit tor the phenomenal sales of this dessert mixture 
has been attributed, by some, to the fact, that the product 


A WORD OF EXPLANATION 


One of the most controvermal issues to occupy 
the attention of the nation’s we cream manu- 
fecturers today the effect of low-fat froven 
desserts on we cream sales. This is but one of 
the unportant topes discussed by Mr. Carliner 
m the accompanying article, published originally 


m the New York Journal of Commerce, July 6, 


Because of us trmeliness and because of its in- 
terest to owr readers, ICE CREAM FIELD re. 


prenting this article without esther edumg or edi- 
torsal endorsement. EDITOR. 


is advertised by a well-known and tremendously popular 
television personality. Anything he advocates would sell in 
great quantities, some say, and the frozen dessert mixture 
is @ mere evanescent novelty. 

However, the same lovable radio and television personali- 
ty could not sell an orange juice concentrate he was plug 
ging in competition to existing frozen orange concentrates. 
This product made such a sensationally poor showing it is 
referred to in the parlance of trade as “a dog.” 

Obviously then, the frozen dessert mixture did not sell 
only because of being advertised by the renowned television 
personality, for if that were the case, his orange juice con- 
centrate would have also succeeded. Therefore, there must 


be other reasons tor the raging demand for a frozen dessert 
mixture. 


Not Just a Fad 


It is only a tad, and there is no repeat business, some say. 
But this argument will not hold, for in the city of Balti- 
more with a population of 1,000,000 there have been 
1,000,000 packages sold in one month; and each package 
makes a pint or more, serving according to the claim on 
the package five or six people. This plainly indicates, that 
in addition to achieving a position equal to 25), of the ice 
cream production in Maryland, there must have been re- 
peat sales for this product. 

In the Middle West, a tremendous demand has shown 
itselt for other competitive frozen dessert products. 

In these areas, dessert products containing either no dairy 
tat or a small amount of dairy fat, both selling at a lower 
price, are very much in the public favor and are taking 
an important share of the ice cream sales dollar. 

Does this indicate that there is a demand for either a 
lower price product or a product not so rich in animal fat 
or a combination of the two? 

What is the dairy industry doing about it? Is it merely 
standing by and looking on while these products are doing 
a terrihc job and are creating an impression on the cating 
habits of our country? 

Shall we, like ostriches, stick our heads in the ground 
and say that these products are only a passing fancy? Or, 
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shall we say that it is time for a market surwey by the dairy 
industry or the Government, who will eventually spend the 
taxpayers’ money to overcome this losing market, to find out 
just why there is such a mad rush for these low-fat, no-fat, 
and imitation frozen desserts while ice cream is having the 
struggle of its lifetime to maimtain its previous sales hgure. 

Margarine products certainly should have given the 
tarmers and the dairy industry a sharp lesson in what can 
happen when a product is priced beyond the desire or the 
ability of the consumer to pay for it. Margarine should 
have given the dairy industry a strong admonition that 
legal paternalism and lega! barriers will not prevent the 
public from obtaining the product it wants for its market. 
ing dollar. 

It is time for the farmers to realize that if the Govern- 
ment should stop being their customer, their butter business 
will be in an extremely sorry position. 

Are the farmers and the dairy industry doing to dairy 
products what John L. Lewis and labor did to the coal 
industry? Are the farmers and the dairy industry pricing 
our products so high that the consumer will be forced to 
seek and use a competitive dessert? 

No longer can our industy afford to ignore these vital 
Questions: 

1. Is the price of we cream too high for the consumer? 

2. Are we wrong in assuming that high butter fat con- 

tent is the only thing in which the consumer is in- 
terested? 


3. Is there is definite marker for a low-fat dessert? 
4. Shall we bring down the cost of frozen dairy desserts 


to the consumer by a product that contains lower fat 
ot contains a combination of dairy and vegetable fat, 
as has been so successfully dome im Texas, Kentucky, 
and Nebraska? 


Should the farmers join the dairy industry and set 
a lower price for dairy fats that go into the making of 
we cream; so that the good old-fashioned nickel ice 
cream cone and the good old-fashioned twenty-five 
cent pint of ice cream may come back? 

The writer warns that it is high time to take stock of the 
dairy industry's position and to attempt to find out what 
the consumer wants, and furnish it, rather than insist upon 
our omniscient “mother knows best” attitude, and try to 
force what the industry wants upon the consumer. 

The first step suggested should be an industry market 
survey. The results of this survey should then be evaluated 
and presented to the dairy industry and the law-making 
ofhcals who set up the various barriers that take the dairy 
industry out of the realm of competitive merchandising and 
put it in the twilight world of a semi-public utility. 

In 1948, ice cream, as such used 7. of the total milk 
production in the country and almost 12°). of the total milk 
products that went into commercial channels, 

Can the dairy industry, can the farmers, can the tax 
payers afford to lose this market? 
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FIER a week of 


Altantic City, October 16 to 21, active and associate 


enefgy comsuming activities in 


members and guests of the International Association 


ot Ice Cream Manufacturers will have an appropriate 
opportunity to recuperate from the strenuous routine im- 
posed by the concurrent convention of the LAICM and 
he Dairy Industries Exposition. That opportunity is the 
pastconvention cruise to Bermuda aboard the “Queen of 
Bermuda” which sails Saturday, October 21 


& York City and returns to the metropolis on Friday, No- 


trom ew 


vernber 3 
“Vacation of a Lifetime” 


Half the ‘ip to Bermuda uw the leisurely 


voyage aboard the “Queen of Bermuda.” The “vacation 


fun of a 
splank of th 
of a iitetim Starts a8 you waik up the gangpiank of this 


magmiheent luxury liner of 27,000 tons. The “Queen” 
is over GOO feet long with seven decks for passengers 
f ompietels renovated at a cost of more than $8,000,000, 
the “Queen” reentered the New York-Bermuda service in 
1949. Tt immediately regained its popular 
as one of the mow tamous liners operating from 
New York. ELwery catia uw luxuriously turniushed and has 
either a shower or tus bath 


lhe 


bebruary of 


' 
(sreat Sp ac decks appea: 


attraction dining superd dance 


floor and orchestra, and might club taciliries, 


ate among 


its many luxurious appoinnments. 


64 


For 


Passengers will begin to arrive at the pier in special 
lumousines trom Atlantic City about | P.M .on Saturday. 
At 3 P.M. the “Queen” slowly backs away from its pier 
The skyline of New York and 


the Statue of Liberty soon tade into the background. 


and turns downstream. 


First contact with the delighttul cuisine of the “Queen” 
Later, 

he delight th 
vVacationists will feast their eyes on menus to Gelight the 


comes minutes later when afternoon tea is served. 


heart of a gourmet. There are usually two sittings for 
tunmcheon (Noon and 1:00 P.M.), and for dinner (6:30 
and 7.45 P.M.). Ar 10: 30, 
there’s the “Get-Acquainted Party” in the ballroom with 


Atter dinner, there is Bingo 


the Cruse Director to act as master of ceremonies in an 


show. Atrerwards. the 


Orchestra wil! 


audience participation 
music of Al 


Queens guests. 


exciting 


Donahue’s entertain the 
Sunday morning is outdoor time aboard the “Queen.” 
The swimming pool and the great sports deck may lure the 


traveler or perhaps a couple of turns around the promenade 


deck. Seven tumes around equais a mile, and creates 
heaithy appetites. 
Atrer luncheon, there's the crave! talk on Bermuda, 


a pre reiease of a new motion picture of the horse races. 


The sports deck offers shute>oard. deck tennis. golf driv- 


ing OF ‘ust lOUNgINg in 3 comtortacle deck chair. 
Sunday night aboard the “Queen” is “Surprise Night” 
in the ballroom with games and prizes 
Monday morning is hiled with excitement. Everyone 
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is looking for their first glimpse of the coral island of 
Bermuda. Soon, a long, low line appears on the horizon. 
Later, as the “Queen” winds its way through the Channel, 
the colorful homes gleam in the sunshine. The “Queen” 
edges into its berth alongside of Front Sereet, and the 
ship has arrived in the lovely British colony. 


Fun and Relaxation 


Bermuda's charming way of life remains unhurned even 
though the colony expects more visitors this year than 
during any period since the war. With flowers blossoming 
throughout the year in these semi-tropical islands, the 
countryside is gay with (rimson Pheasant’s Eve, blue and 
white Cape Primrose and Floss, yellow Cone flowers and 
Scotch Marigolds, the familiar Sweet Pea and Nasturtiums. 
Pink, scarlet and yellow Hibiscus make splashes of color 
along the winding coral roads. Profuse blooms of crim- 
son, pink and white Poinsettia, known as the Christmas 
Bush, give the many gardens a festive air during the Holi 
day season. 

This bright backdrop gives an air of fun and relaxation 
to the year-round sports and diversions—golf, swimming, 
sailing, fishing, tennis, cycling and sightseeing. 

Americans visiting Bermuda for less than 12 days may 
now purchase $200 worth of goods duty free. Those stay- 
ing longer may take home $500 in goods. The previous 
lumits were $100 and $400. 

The vacationist will find outstanding bargains in high 
quality British merchandise. Linen, leather goods, china 
and clothing are approximately 30 percent cheaper due to 
the devaluation of the pound sterling. There are con- 
siderable savings in purchases such as a woman's cash- 
mere cardigan sweater for $11.98 compared to the pre- 
devaluation price of $17.17; a woman's pigskin handbag 
for $23.97 instead of $34.34; a 108-piece Wedgewood bone 
china dinner service now costs $280 instead of $404. A 
man’s shetland sport jacket is now priced at $35.25, a 
saving of $15.25 over former price. 


Interesting Sights 


Among the many interesting sights are Crystal and 
Leamington Caves, Devil’s Hole, the Bermuda Govern. 
ment Aquarium, the Lili Perfume factory, Gibb’s Hill 
and Sr. David's lighthouses. One can see many things 
of interest by walking, bicycle, taxi carriage or ferry boat. 

At the end of the stay, vacationists again board the 
“Queen, of Bermuda” for a fun-filled two-day voyage to 
New York filled with gay activities. 

Complete information about the cruise can be had by 
writing to the International Association of Ice Cream 
Manutacturers, 1105 Barr Building, Washington 6, D. C. 
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MOLD RACKS 


FOR ICE CREAM MOLDS AND STICK HOLDERS 
One men fills the rect with 64 molds or ONLY 


holders. wheels to the washer end beck 
agen Sewes time! Sewes lebor! Seves $143.50 
weer end tear of demege te molds. 

Stores molds in senitery condition. roe 


MODEL SOT 


SANITARY TABLES 


WITH STAINLESS STEEL TOPS 


Provides « clean. spotless work space for 
many plest eoperetions, Steinien stee! 
clad top. 


18” Long 12° Wide 16” High $85 
Leng 12” Wide 16” High $79.26 
Leng 312° Wide 16” High 
Write tor Bulletins on 

Flever Tents 


AS LOW AS 


$85.50 


Meld Washer 
@ Processor @ Paosteurisers 
® Storage Tonks Bottle Washers 

Cleaning Equipment for Senitery Pipes & Fittings. 
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Home Delirery 


means that cach truck averages about $80 a day wm this 
well developed area. The home delivery program accounts 
tor well over one-third of the firm's total package business. 
Furthermore, the home delivery has served as an excellent 
advertisement for the retail stores and actually stimulated 
the retail volume. The two-quart package is also available 
in the twelve directly.owned stores at the same one dollar 
price. The spreading of the name and product through the 
trucks is encouraging the Dakes to expand their chain of 
stores and thus each sales method complements theh other. 

In summarizing the success of the truck routes, Charles 

Dake emphasizes that the product must be of good 
quality (Stewart's offer 12 per cent butterfat, ninety per 
cent overrun) a wide variety of flavors and special items of 
holiday appeal. 
over 100 flavors, carrying a line of about thirty on hand at 


The Stewart Ice Cream Company lists 


Gall umes. Fears that the customer might grow tured of eat 
fing ice cream only for a short time is one of the headaches 
Sof the house-to-house distribution program. Thus the driver 
usually carries ten established favorite flavors plus one 

novel flavor each week to constantly whet the customers’ ice 
appetites. 

Also emphasized in the success of this plan is the regu- 
Slarity in making sales contacts with the public each week. 
It has been noted if the driver fails to show up on his usual 
rounds one week, sales have dropped ten per cent the fol. 
‘lowing week. Young Mr. Dake will frequently take the 
place of a sick driver to insure a regular schedule of de- 
liveries. When a driver trudges through snow and sleet, 
the usual winter weather in this northern territory, sales tor 
that day hold up remarkably. It is not an unusual sight to 
see the driver wearing a heavy mackinaw coat and woolen 
gloves in sub-zero weather hand across a farm threshold 
itwo or three packages of ice cream, collecting unmediately 
fon every sale. Even in winter, the driver averages one 
sale to every three stops, after eluminating the homes known 
“to be poor customers. He must put in long working hours 
os this kind of business requires plodding and genuine 
persistence. In the summer montha,. the hours 5 to 9 P.M. 


MAPLE 


AND SUGAR 


are the most productive. Saturdays and Sundays are the 
peak days. On Mondays, the trucks are garaged and re- 
paired. 

As a result of the expansion of home delivery and retail 
store operations, the Dakes this season are moving their 
equipment into a new plant in Saratoga Springs. All ice 
cream production wil lhe handled here on a complete 
Creamery Package Manutacturing Company equipment 
set-up. The new plant went into operation last month. 
Distribution depots for the trucks will also be maintained 
in Troy, Johnstown, and Ballston Spa. 


Retail Stores Successful Also 
Overshadowed by the sensational success of the trucks 


is the operation of the controlled retail stores. At these lo- 
cations, a full packaged line is available plus hand-packed 
ice cream to take home. Bulk is packed at eighty cents per 
cuart, forty-hve cents per pint, and twenty-five cents per 
half-pint. Cone cups sell at six and ten cents. The Jiffy 
and Whitney insulated bags are used to protect the take- 
out ike cream. 

Unusual in the counter service is the “make-ur-own” 
sundae. The fountain clerk will place before the customer 
® paper service dish containing two +20 dips of ice cream 
plus a tray containing a half-dozen sundae toppings. For 
twenty-five cents, the patron can use as much or as little 
topping as he desires. The tray usually offers chocolate 
and butterscotch in pitchers plus five jars of marshmallow, 
strawberry, pineappel, crushed nuts, and crushed cherries. 
These flavors and toppings will be varied from time to 
time to offer specials such as peach or fruit cocktail. In 
the opinion of Mr. Dake, who also manages the stores, this 
“make-ur-own” sundae idea has proven tremendously popu- 
lar, becoming the best advertising device used by the com- 
pany. Only ice cream and accommodating items are sold 
in these stores. 

With increased volume from home delivery and stores 
this year, the Stewart Ice Cream Company has proven that 
ice cream can be sold when progressive methods are em- 
ployed. Starting with a comparatively smal! operation of 
two stores in 1944, the business now rates at approximately 
a halt-million gallons of ice cream per year, none of it sold 
on a wholesale basis. 


MODERN SELLING OF 


BULK ICE CREAM 
Demands 


“FLAVOR-VIEW" 


Read Story Page 44 
For tull deteils write. 
BASKIN ROBBINS iC— CREAM 
119 $O. VICTORY BLVD. 
BURBANK, CALIF 
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Duncan Hines Debut 


from nage 


to check the product for consistent quality. The idea is to 
have a product uniform in packaging as well as ingredients 
sold all over the country by individual ice cream manw- 
facturers. 


President Boger of the Lehigh Valley plant has placed 
the responsibility for the ice cream merchandising program 
under Chester Dutton, Assistant General Manager. To 
check the retail stores on their sales and merchandising, 
William Zick has been appointed by the manufacturer. 
Actual production comes under plant manager, R. L. Lesh. 
The firm has fifteen years experience in the business and 
looks upon the new ice cream package as the means to 
enlarge its ice cream operations. As a matter of fact, the 
company, has started to break ground for a new manufac- 


turing wing that should be ready in 1951. 


Makes Its Own Mixes 


The Lehigh firm points with pride to the fact that it 
tailor makes its own mixes. At present eleven mix formulas 
are used with, tor example, separate formulas for chocolate 
and butter pecan ice cream mix. The firm also markets 
a standard ice cream package that retails at 26 cents a 
pint. In this regular production, bulk and other items are 
offered. But the Duncan Hines label goes only on the spe- 
cial pint package. 


Merchandising Devices 


Retailers are encouraged to use the latest and most suc- 
cessful merchandising devices. The open ice cream cabinet, 
with Duncan Hines displays on the front, are being recom- 
mended especially for use in food stores. The Allentown 
firm holds an exclusive on the name in its own marketing 
area. 


Figure attesting to the drawing power of the Duncan 


ATTRACTIVE CONTAINER for of the Mines quality ice 
cream formule pictured here as designed end manufectured by the 
Lay Tulip Cep 


Hines name were reported to Ice soon after! 
the Lehigh firm introduced its new ice cream. Sales fort 
the second week were up one-third over the first week the 
product was on the market, and the increase during the? 
third week over the preceding seven-day period was char- > 


acterwed as “substantial.” 


Significantly, the firm reported that it is now selling a? 


pint of Duncan Mines ice cream for every pint of the regu 


lar ice cream. In view of the price differential, this comes 7 
under the heading of remarkable achievements, according | 


fo a company spokesman. Also reported was an increase in 


dealer outlets, as a result of manufacturing the new brand. 7 


Among the compames that have since signed up to manu- 


tacture ice cream under the Duncan Mines standards and * 


label are the Country Club Ice Cream Company, Kansas 
City, Missouri; the Steffen Dairy Foods Company, Wichi- 
ta, Kansas; Purity Maid Ice Cream Company, New Al- 
bany, Indiana; Dairy Maid Ice Cream Company, Beau- 
mont, Texas; Polar Ice Cream Company, Austin, Texas; 
Velvet Ice Cream Company, Lexington, Kentucky; and 


others. 


its a Beauty! It's AU-Alauminum! 


It's Another Fine Body by Keystone! 


if your plans cell for one or hundred bodies this Keystone “1060 ALL. 
ALUMINUM” will give you « top investment le dependeble service fer 
yeers to come. Note the heady tide end rear doors for 
end the beautiful streamlining. Thie weit is self contained with 
compressor in skirting, Write for deteils and prices. 


KEYSTONE WAGON WORKS, Inc. 


5625 Tacony St., Philadeiphia, Pa. 
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a big factor in the increase im sales of Tauer's Rochester 
Dairy ice cream. The store used a dummy sundae or full- 
color illustration of ice cream in various forms (pie a la 
ode, sundaes, sodas and party favors, etc.) to create 
maximum desire on the part of the conshener at the point 
of sale. In addition to the basic point of purchase at the 
ie cream cabinet, other displays were located strategically 
throughout the entire store. Included were the standard 
flavor-of the month cards. 

“With this three-point program,” says George Tauer, 
owner of the super market that bears his name, “We have 
taken ice cream out of the ‘convenience item’ category and 
have made it a desirable item from the standpoint of turn- 


«ver and store income. 


lee Cream for the Kids 


“We have a soda fountain and lunch counter,” he con- 
cnued, “The other day, a couple was sitting alongside me 
at the counter. They were eating sundaes, and I overheard 
ithe lady say to her husband: ‘Don’t you think we ought to 
take some ice cream home for the kids?’ ” 

"The ice cream cabinet was just a couple of feet away 


New JACKSON Dishwashers 
Automatic! Space Saving! Low Cost! 


NEW evtometic models feature highspeed eperstion ease 
of installation, operation aed maintenance. and LOW initial 
aed epereting cost! New Mode! |.AA [1200 dishes per hour! 
eed sew Mede! AC-50 (2000 dishes per hour) heave ample 
eepecity ter wads 
LIMITED SPACE 
the 
sent 


yet ere extra compect for wee 
Just shode the beste? press veltch—ead 
Dishwesher AUTOMATICALLY washes rinses 


tepay 


Wis 


“THE JACKSON DISHWASHER COMPANY 


S703 EAST STREET CLEVELAND 5, 


ICE CREAM for the carriage trade —auper market variety— is pro- 
vided by Rechester Dairy Cooperetive vie « cabinet in Tawers grocery 
store. Note the point-of-sale dipleys, which help sell « great meny 
pecteges of ice cream 


from where she sat. I checked later and found out that 
she bought a half-gallon container of ice cream. 

“By the way.” Mr. Tauer continued, “I think it’s the 
coming thing that people will buy gallons and two-gallons 
of ice cream in packages that will be taken home and 
placed in freezers. More and more families are buying 
these devices, especially tarmers because rural electrihcation 
has made ownership of large freezing units practical. 


Forecasts 100°) Increase 


“lee cream has certainly become an important part of 
cur market operation. I'm looking for sales to double 
this year over last year. We've had a terrific increase 
aiready. I'm very much sold on that three-point program.” 

Mr. Tauer credits his store manager, Charles Wood, 
worth, with playing an important role in the ice cream 
success story at the Tauer Super Market. Mr. Wood 
worth and Kenneth Vail, Rochester Dairy city sales man- 
ager, cooperated on the program. 
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Don't Hide It 


Dare 


flavors looked like. With the use of their invennon, two 
advantages became apparent; an improvement was effected 
in the customers’ vision into the ice cream cabinet, and at 
the same time, costly counters were climinated while a 
sanitary method of dispensing bulk ice cream was facili- 
tated. 

Novel feature of the patented contrivance is the mirror 
effect created by the rear sliding doors. These doors are 
tilted at an angle so that from the customers side of the 
structure, the open cans of ice cream are reflected against 
these highly polished stainless steel doors, visible from 
twenty to forty feet away. One drive-in store with the 
cabinets against the front window, somewhat enthusiasti- 
cally, claims to have stopped trafhe due to the vivid colors 
of the ice cream. With a hidden fluorescence light illumi 
nating the product, it is possible for a retail customer to 
make his flavor choice without even leaving the car. 

Because the device enables the retail customer to look 
into the cabinet, it is more necessary than ever before for 
the operator to maintain the inside of his cabinet in clean 
condition. “Most retail stores have become extremely 
careless about scraping down cabinets,” declared Mr. Bas- 
kin, “mostly because the customer never has a chance to 
see how badly they look. Now, a clean cabinet becomes a 
real asset.” 

Most outstanding display of the fixture, is at Baskin. 
Robbins new factory retail ice cream store. In what re 
portedly has been described by their competitors as “an ice 
cream man’s ice cream store,” the merchandising-minded 
partners have exploded old theories about store layout, and 
have thrust the product for sale right into the customers 
view, eliminating every distracting fixture they could. There 
is no counter or stools, only a straight tine display of three 
late moder twelve hole cabinets, each showing fifteen flavors 
of ice cream and sherbet. With forty-five different colors 
attracting attention, retail customers have a gay time walk. 
ing from one end of the store to the other inspecting the 
assortment. Ice cream gallonage at this store has been 
almost double what Messrs. Baskin and Robbins antici- 
pated. 

In one department store, where ice cream had never been 
sold before, the new fixture paved the way for the sale of 
12,000 to 15,000 cone cups per month. With it, installa. 
tion of a complete ice cream department in a space only 
seven feet long was made possible. A portable running. 
water dipper well was attached to a ten-hole cabinet, and 
after the merchandising unit was placed on top of this 
cabinet, the stand was ready for action. 

In addition to the merchandising advantages of this 
hxture, health authorities have been pleased with various 
California installations, for it is now possible to dip bulk 
ice cream directly in front of the customer without any 
chance of damage to the product from careless customers 


who might flick ashes or otherwise contaminate the ice 
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cream. Proc to its development, the possibility of damage 
to the product by careless customers had forced many 
operators to place ice cream cabinets on the other side of 
the counter, and to dip ice cream with their backs to cus 
comers, a factor which prevents clerks from talking to the 
customers while they scoop the ice cream. Messrs. Baskin 
_ Robbuns claim that during the minute or two necessary 

o hand-pack a quart of ice cream, an alert clerk can “sell” 
the customer on the product, ewen before he tastes it. 

One malt shop customer of Baskin-Robbins, with sales 
averaging 230 gallons monthly, saw volume leap to 470 
gallons the first month after installation of the merchandis- 
ing aid. Morris Stass and Joseph Levine, partners of the 
Vita Rich Ice Cream store where this remarkable record 
was established, give the new fixture full credit when they 

“from the minute we made this addition tw the top 
of our hand-pack cabinet, customers became aware of the 
colorful flavors we were featuring, and sales started to 
soar.” 

With inquires coming in from other Ice Cream manu- 
facturers, and store operators, the two entrepreneurs are 
considering opportunities to market the structure through 
out the country. 
their gallonage, can no doubt be of value to others, they 
believe. 


Mr. Robbins is the son of the late A. (Ernie) Robbins, 


long identified with the dairy industry. 


Velvet Smooth ice Cream in 
less time ... less cost... 


We can help you make the 
finest ite cream your cus 


tomere have ever tasted’ 
The complete facilities ef 
are at 
your service te help you 
with teehnica! pr obleme 
Try A Trial Batch With OK 
acd prove te yourself how -rost. See your Hubinger 
much OR ean do to give representative of write 
you a Gner prodect at lower direct 


THE HUBINGER CO., Keokuk, lowa 


Centectioners Core Thte Betling Melding 


The same features that have increased | 
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FOR SANITARY, EFFICIENT, LABOR-SAVING ADVANTAGES 
AND SOLID SATISFACTION, 


we offer our Center Storage Fountaiun 


Cut shows 60-gallon suze. Also in stock in 50-gallon suze 


CRC. Fountam and Luncheonette Equipment in 
appearame, it ts a powerful factor i imcreased sales for 
your dealers’ customers who become regular patrons And 
it 1s dependable too over many years of service 


Why not call upon us to help with your Dealer needs ’ 
Everything for the Soda Fountain Department 


GRAND RAPIDS CABINET COMPANY 


PR hit 


from page + 

facturer's brand name) for use in radio advertising. Advice 

on the most advantageous use of this type of publicity is 

offered. A typical station break spot announcement reads: 

“The time, - o'clock. Time you tasted (Your Brand) 
the finest of ie creams. Your taste will tell you— 
(Your Brand) is tops!” 

On the premise that “selling with sight” is a technique 
that extends the effectiveness of newspaper and radio ad- 
vertising, the fourth folder is devoted to visual aids, and 
contains a review of materials already at work and those 
ready to go to work for the nation’s ice cream manu- 
tacturers. 

The fifth folder counsels ice cream manufacturers on 
the art of obtaining publicity in newspapers and other 
publications. It is pointed out that the ice cream manu- 
facturer’s organization, his plant, and his product are the 
elements of good publicity material and should be utilized 
accordingly. A summary of food page publicity placed by 
the International Association and the American Dairy As 
sociation is highlighted. 

Folder Number 6 takes up the question of tie-up promo- 
roms and presents several illustrations of appropriate ad- 


~McGRAW CHEMICAL COMPANY 
soutH WABASH AVE. CHICAGO HLL 


GRAND RAPIDS, MICHIGAN 


vertisements. Ice cream with cookies and with fruit salad 
are two of the combinations mentioned. Manufacturers 
are urged to time their own promotions, through their 
dealers, based on similar tie-in offers. 

A summary of research findings with regard to ice cream 
is contained in Folder Number 7. A list of the research 
projects conducted recently by the National Dairy Coun- 
cil, the LAICM, and the ADA is also included. This is 
intended for use by ice cream manufacturers as facts to 
convince the professions, educators and consumers of ice 
cream’s nutrition value and diet importance. 

The National Dairy Council contacts schools, provides 
educational materials that guide hundreds of thousands of 
children (the consumers of both today and tomorrow) to 
a better understanding of the food value of ice cream and 
the economic importance of the industry. A complete 
description of the council’s work in this field is contained 
in the eighth folder. 

Folder Number 9 is a compilation of background facts 
on ice cream that are helps for speaking projects, open 
house, radio interviews and other special events. Various 
booklets designed for reading by consumers are included. 

Additional information concerning this comprehensive 
program may be had by writing to the International As- 
sociation of Ice (ream Manufacturers. Barr Building, 
Washington 6, D. C. 


CHOCOLATE FLAVORS 
COCOAS 


The Greatest Taste 
in Chocolate 
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"HEAVY DUTY, LOW TEMPERATURE 
METALPLY VAULTS 
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Automatic Vending 


from page 45 


ed the way to a new type of retailing, while Coca-Cola's 
success with soft drink vendors stimulated further efforts 
to build a practical ice cream dispenser. In the late 1930's, 
the Borden Company had a number of cup-type vending 
machines built to its specification by the Savage Arms 
Corporation, and operated them in New York City, finally 
selling the route in 1940 to a peddler concern. By that 
date, half a dozen manufacturers were marketing cup and 
bar-on-a-stick vending equipment (which had debuted on 
the West Coast) to both ice cream plants and independent 
operators. By this period, vendors were being built which 
kept the product from melting, though there was still oc- 
casional difhculty with machines that would frost up and 
fail to function. 

By the time Pearl Harbor called a halt to machine out- 
put, over 2,000 ice cream vendors were on location, mainly 
3-oz. cup dispensers geared to nickel operation. These 
machines were placed primarily in factory locations, and 
the wartime industrial boom provided patronage that made 
ice cream vending quite profitable as well as practical. 

In the past two years, the product picture has stabilized 
to find the public accepting the ten cent vendor price for 


freere Cooler (REFRIGERATION ENGINEERING CORP) 
RECO PRODUCTS DIVISION @ 


Widthe cf 8.12, & 1690. to 
Heights of 8. Hundreds in Use 
* of 4 6 8 WRITE FOR CATALOG 


NAUOAIN STREET PHH A 46 PENNA 


novelty items, while at least six machine-makers are in 
various stages of production. Trade “guesstimates” place 
the number of ice cream vendors now on location at 
around 6,500, with about five cup-type machines in use 
for every bar dispenser. However, production of cup units 
has been discontinued, and current emphasis is on bar 
models, with manufacturers opumistically forecasting an 
output of around 3,000 vendors by the year’s end. A far 
cry from pre-war pioneer units, the modern ice cream 
vendor is relatively trouble-free, frequently fully automatic, 
and often incorporates a changemaker. Spotted in such 
installations as factories, office buildings, military installa. 
tions, terminals, supermarkets, etc., their on-premises sales 
have been adding “plus” gallonage to the volume of a 
number of ice cream manufacturers. 

Several of the bar machines, selling bagged and/or boxed 
goods, can vend ice cream sandwiches. There is specula- 
tion that two concerns have blueprinted machines which 
will dispense ice cream cones, while backing is being sought 
for a German pre-war device that automatically slices ice 
cream from a large block, sandwiches the portion between 
wafers, and vends it. In the bulk package field, a West 
Coast firm has been experumenting with a large-sized vendor 
dispensing pints in three different flavors, and such ma- 
chines could be spotted out-of-doors to attract after-hours 
trade, when retail outlets in the area are closed. 


Pioneers In All-Aluammum Structure 


It’s PERFORMANCE that COUNTS 


Eficient performance combined with beauty in appear- 
ance are the keynotes of this latest Barry & Baily All- 
Aluminum 1500 gal. refrigerated body. 


Holding delivery costs down is assured by the All- 
Aluminum structure of this beauty. Lightness in weight 
and rugged construction will give years of dependable, 
low cost operation. 


“Sinee the Days of the Covered Wagon” 


BARRY & BAILY CO. 


2421 N. SFT. PIT LADELPHIA 32, PA. 
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By DR. C. D. DAHLE 
Technical Editor, ice Cream Field 


Apple and Pear lee Cream? 


We have manufactured two new ie creams: one, apple; the 
other Anjou pear. On our fret run of these two we creams, we 
had marvelous results but after they set about a week of ten 
days, we ducowered now and then a small depost of sugary 
tafly sibetance, not much, but a lathe of it, and we would like 
te know what to do to owet come this 

We wee a regular 12 per cent mua wonderful mua-—and we 
removed enough of this mix to open the way for a gallon of 
fresh Anjou pear mash—pears peeled and put into the freezer 
basttery ripe, the trust the 


uma weete ned 


The pears were 


In the apple ice cream, we used pasteurieed apple juice of cider 
end a small quantity of pulp applesauce. The results for about 
a week with both of chem were tops and everyone praises them 
everywhere; and, while we have had no complaints, we notice 
there a subetance a great deal like the jelly found im the bottom 


of a pan where apples hawe been baked 
this? 


bHiow can we overcome 


Answer 


I think your main trouble uw due to the fact thet you are 
ddanng your mix connderably when you are adding all the apple 
and the pear parce. mggest that you step ap your stabs 
liver content a little bit or add some vtabdicer to the apple juice 
or the pear mash. What vou fad concentrated at the bottom wu 
that has leaked out of the mix. A litle increase in 
tabilizer would prevent thes. 


l2 Per Cent Mix? 


Will you please give us your pudgment and formula for making 
a mix based on the use of the following ingredients for ke cream 
to be used in continuous freezers which will freeze out stiff and 
dry: 
sweet cream 
iS’. cane sugar 
$ to | skum condensed milk 
gelatin 


skim milk 


We would hke to have a miu conssting of 12 per cent butter- 


CHOCOLATE 
FLAVORCOAT 


Made with CHOCOLATE 


better taste for ice cream 
bors and novelties 


HOOTON 
CHOCOLATE COMPANY 


NEWARK 7. NEW JERSEY 
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ice cream 


MINERAL SALTS 


PITTSBURGH 


HORNER SALES 


chocolate milk 
buttermilk 
cottage cheese 
half and half 


CORPORATION 


PENNSYLVANIA 


fat, 10 to 11 per cent serum solids, 38 or 39 per cent total solids. 
This i approxunately what we have been using; however, we 
will take your advice as to how we can better our mix for a 
stiffer and drier ice cream 

lf you will, you may send us a formula based on apprommately 


the above percentages, using dry skim powder. 


Answer 


At this Gime vou will find a formula as you requested wung dry 
shim milk instead of condensed shim mulk. This mix calls for WO 
pounds of 40 per cent cream, 3.1 pounds dry shim, 49.3 pounds 
shim milk instead of condensed shim milk. Thes mex calls for 30 
siher. O.1 per cent will give you a good, dry aiff we cream. You 
may not need quite so mach. in some cases as little as ODS per 
cont emulafer sufficient, but 1 am sure that if you a dry 
and siffer we cream the emulsfter will give ut to vou. 

Of course, a stiffer ice cream can be obtained by asing lower 
temperatures, showing the freerer down, etc. 


13 Per Cent Formula? 


I would appreciate very much if you would give me an ice 
cream mix formula containing |} per cent butterfat. At present 
we are using 40 per cent cream, superheated condensed skim 
milk, 4 per cent milk and stabilizer. 

Please calculate serum solids and total solids of new formula 


Answer 


According to your request | am at this time giving you «a mix 


formula for «4 13 per cont butterfat, 11 per cont seram solids, 
13 per cont mger, and O28 per cont cabslicer. This mia for 
100 pound: and ws a: fellows: 


29.5 tbe. 
232 the. 
52.02 ths. 
130 ibe. 

O28 tbs. 


French lee Cream Formula? 


We would like to make a superior French ice cream. If you 
have a formula for such, we would appreciate it greatly if vou 
would send us one along 


Answer 


am herewith « formula for Preach ice cream. 
auume that you wish to make «a very high quality product and 
therefore | am mggesting « formula which some of 
the French ice creams made here in the Eat. This French we 
cream will contain 16 per cont butterfat, 10 per cont serum solids, 
13S per cont suger, 1.5 per cont dried egg yolk and approximately 
O.3 per cont sabilicer of whatever amount you have found to be 


satisfactory 


40.0 ths. 40% cream 
22.2 ths chem 
200 the. condensed 
160 ibe. 

1.5 ths. exg volt 

O.3 the. stabilicer 


You Make More Money With FRANKLIN REFRIGERATED BODIES 


® Made of Steel Blectrically Welded for Strength and 
ight weight. 


Incorporate every known which means 
the right design and the proper features for vour needs. 


Greater payloads at lower operating cots. 
Write today for «4 quetahen on your particular problem, 
whether it ix replacement or « Beet edition. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, M. Y. 
Tol.: STerling 9-$400 
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| Association 


LAICM Welcomes \on-Members 


ON-MEMBER ie cream manufacturers and representa 
of wspply firms will find a cordial welcome if they 
attend the bg Golden Anniwersary Convennuon of the Inter 
nations! Assxxatian of lee Cream Manufacturers in the Tray 
Atiantic City, October 18 20, 1990 
Those wishing to attend 


should write to the Internanonal’s Washington office at once. 


more 


Hote! accommodations are avaiable. 


LAICM will them offeial hotel reservanon applicanon 
blanks, withowt which accommodanems cannot be conhrmed. 
Those gourg on the Post-Convention Crume wo Bermuda will 
10:00 am. for the Furness Prer. The 
group will load at the Traymore Hotel. Accommodations are 
will available on the Queen of Bermuda. For details of the 
ofhees, 1105 Barr Building, 


leave bw at 


write to the Laternatonal’s 
Washington 6, D>. C 


Efforts om the part of the International Association of Ice 
Cream Manutacturers to increase the Department of Agricul 
7,300,000 short tons raw 
Robert C. Executive Sec. 


retary of the association, announced on July |? 


ture’s 1950) consumption estimate of 
value hawe met with success 
that the quota 
was rateed $50,000 short tons, bringing the consumption estimate 
to chore 
stabuheing the sugar market, Mr. Hibben declared. 


tots This iT will ad materially wn 


New Yorkers Plan Convention 


Plans are being completed for the 43rd annual convention of 


the Assomation of Ice Cream Manufacturers of New York State 
The group will convene Seprember 12 to 14 at the Whiteface 
Inn, Whiteface, New York 

A umique feature of the convention will be an Old Tyme 
Country Cousin Jamboree, which scheduled to begin at 7 
September 1}. 


P_M., 


ADA Survey Released 


AD may “bring home the bacon,” bur Mother “brings 

home the ike cream.” revelanons 
on buying habus, use of product and sales approach disclosed in 
results of an ice cream market survey announced by the Ameri- 
can Dairy Association. 
that: 

Housewives make better than forty-ax per cent of the we 
cteam purchases for the home. Dad, 
comes im a slow second with eighteen per cent. Daughter, son, 
and children account for the rest of the purchases. When the 
man of the house buys the ice cream, he usually makes this 
purchase “after work.” 

A striking development showed that ice cream sales for home 
serving are about equally divided between food stores and drug 


Mores. 


This one of many 


Findings based om 3,479 interviews show 


the head of the tamuly, 


Purchases at other types of stoves, in order of percentage, 
include confectionery, «we cream, delicatessen, dairy, restaurant 
and cigar stores. 

Convemence, brand preference and special quality are the 
leading factors im determining why ice cream is bought at a 
certain place, accounting for 93.2 per cent of the total replies. 
Less than seven per cent of the purchases were made because of 
low price 

In the home, ice cream is usually a week-end special if you 
take as a criterion the day of the week when most ice cream is 
purchased. More we cream is bought for the home on Saturday 
than any other day of the week. 

Almost one-third all ice cream purchased on week days 
home on Saturday in the 
afternoon to eight o'clock im the evening is the best “take home” 
sales period for «we cream on any day 

Approximately half the ice cream served in the home is part 
of the meal compared to only ten per cent served as a party 
dish. Ice snack” by 27.8 per cent of the 
families and as a dessert for guests by 14.1 per cent of the 


families interviewed. 


The presence of children in the family, according to the ADA 


was served at From four o'clock 


cream was served asa ™ 


SPRING POW WOW fer dairymen was held 
june te 19 af the Deirymen's Courtry 
Ciwb. Bevlder Junction. Wisconsin. 
lertunetely, some of the people whe posed 
forget te give their names to Low Egqner, 


Hemb. 
Chicago 


Elgin 
Cari 


Milk 
Gran. 
Chicego; Unidentified. Center photograph 
includes Hart, Bowmen Dairy Company. 
Chicage: Art Gallagher, 


Products Compeny, 
Mojonsier Bros. 


Lavel, Chicego: Unidentified; Francis Kull- 
men, Bowmen Dairy Company, Chicege: Carl 
Gren, Mojennier Bros: Unidentified. Peter 
Fox, Jr. Peter Fox Sons Company, Chicago: 
Martin Kieser. Bowmen 


Meennier bros whe these photes. 
From left te right Stewe Kostete:, Money 
Hill Creameriesn, Chicago: Unidentified: Don 


Chicago: and Paul 
Reinhold, Foremost Deiries, Jectsonville, 
Floride. in the group pictured ef the right 
are an unidentified man: Fred Fleming, De- 


Deiry Compeny. 

Chicago: Unidentified: and Robert J. Fos, 

Fos Sons Compeny, Chicago. Oh, ye! 
A good time was hed by all! 
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survey, made lertle difference im the percentages and no difference 
im the rank of the occasions for serving we cream im the home. THE 195@ DAIRY INDUSTRIES EXPOSITION 


What are the mont popular appeals ue advertising ue Mew dairy industry personnel, and meme persons from 
cream to comsumers? An of 40 woth re related attend the Atlant City, October 
tailers reveals the following facts: ame eal te emer the Show enter FREE. Others 

Highest ranng on the ennre scorecard with ninety-two menmoms have t© pey varying admission charges. Identification by 
was given to the “refreshing” angle. Others lined under ap- an etminion 
petite appeal ranked m this order: dehaous favor, aghty men You 
noms; warety of favors, seventy; cool, thirty-seven; appetizing May Enter the Show PREE if-— 
illustrations, thirty-two; fresh im season, clewen: with @ You ere « deity processor, 

“new flavers” getting six vows. @ You are « dairy educator, « public official concerned 


Food value was given the nod over health value, followed in nelogit or saniterian. 
the same category by richness, freshness, emergy-building, easy @ You are « paid-up member outside the United States 


and Canada Dairy Industries Society, International, 
to digest, with “non-fartening” of least umportance. @ Yeu ore  divect employes of, end co by, 


@ You are « dairy industrial supply and 
Chicago Mixers on Links jobber or hie direct employer, certified for entry by an 
exhorting company. 
A large attendance marked the June 27 golf party of the you 

Chicago Dairy Mixers as perfect weather and a gala entertain- Pay for Admission at Rates Varying Uniformly if— 
ment program resulted in one of the most successful events in @ You are « representative of « nonexhibiting supply = 

o! er equipment firm. 
the group's history. Bob Nelson of the Robert A. Johnston 
Company was Chairman of the committee which arranged the of the exact admission conditions which in 4 given category F a 
was aided by Charles Beringer, H. Kohnstamm apply to you en please write te DISA. 1108 
and Company; Les Barrett, Cherry-Burrell Corporation; L. P. te ng Hell, 
Cunningham, Marathon Corporanon; Stark Mumphreys, North. Atlantic City after October 1. 
west Cone Company; and Earl Forster, Cherry-Burrell Corp. fe 

CHICAGO DAIRY Miners held enna! Pictured there, left te right Willems aad Lerrerd Maitland of Bedg 4 
golf party June 27th at the FIRST ROW: Ed Peters of Bowmen Deiry, lee Cream, Keneshe; C. Phelps, 
Green Country Club. Arlington Heights, R. Bereiter of Bowman Dairy, Norman S. Degen ond Youtry of Borden's. 


SECOND ROW): Martian Kleser and Ray 
Merrill of Bowmen Dairy. John Stal 
ford of Beweys, and Clarence Schult: 
of Beeman Deiry: L. Lt. 
Eemord Supply: M. Strenite of Swift 
with L. P. Cunninghem of Marathon Cor 
poretior. 


THIRD ROW: E. Griggs of the Kelco 
Company: Berghoeler of Forest Milk 
Bowmen Deiry S$. Burthard? of the 
Disie Cup Compeny ead son Jock. home 
on leave from the Annapolis 


_ 


FOURTH ROW: W. Kaenstelner, J. 
Welter Beler Foods Corp: W. Niel! 
Mrs. Sevders Candies: W. Resshem of 
Devid Micheel: Beb Nelson Robert A. 
Joboston Compeny: Rey Geier and Ed 
McNemere, Bordens. 


FIFTH ROW: A. Denies of Nene 
better lee Cream. Earl Mitchell of 
Dry tee Company, J. Mantes of Central 
lee Cream Company. C. K. of 
Nath Kelvinator, and Bert Winterble of 
Nenebetter lee Cream Marry of 
Hydros ond Thompson of Thompeoe 
lee Cream Compeny. 


SIXTH ROW: J. C. McWilliams of Bow 
man Dairy, Deve Pascal of Pesce! Equip 
mort Company. C. Thompson end 
Sud Keiser of Thompson ice Cream: 
George Reber with Joe Tomlch of 
Beordens; Norm Kicker of Mydres with 
Reb of Rebert A. Johaston Com. 
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standing (nvitation 
to take your troubles 


American Food’s 
Taste Texture 


Dedicated to the improvement of your products and lower production costs 


American Teed Laboratories, Inc., 969 Adantic Avenue, Brooklyn 17, N. 


| What's New 


CUMPERT APPOINTS THREE VP'S 


The Pressdent of S. Gumpert 
New York, food 
manufacturers, has announced 
that at a 


Inc... 


recent 
the Board of 
following 
made 

Fred G Ladd has heen ap 
pamed Vice 
Charge ot Instirunon Depart 
ment Sales, David S. Schneider 
Vice President 
in Charge of Bakery Depart 
ment Sales and Lew Schall has been appointed Vice President 
mn Charge of lee Cream Department Sales 


Mr. Ladd jouned the Gumpert Company in 1918 as a sales 


meeting ot 
Dwectors, the 


Present im 


man 


LEW SCHALL 


man im the we cream department. in 1927 he was made super: 
thu department throughout the United Seates. In 
1930 he was promoted to sales manager of the division, holding 
that postion wnt! 1935, when he made General Sales Manager 


at the Department 


vest af 


Mr. Schnewderman joined the Gumpert organization in the 
Rakery Department in 1920, welling in the New York territory 
In 1928 he was made Eastern Supervisor of the Bakery Depart 
ment. In 1930 he was promoted to Sales Manager of the 
div wheeoh hve has held une! hes recent 
ble has had thirty 


and well known wn 


Vice Presdent charge of his division 


years experience in the bakery industry 
the held, where he has treqvently addressed groups throughout 
the L'naed States and Canada on the sales and merchanduing 
ant 

Mr. Schall pouned the lee Cream Department in 1928 as a 
salewnan and im 1933 was promoted to Sales Mahager of the 


NEW POST FOR E. L. BARBER 
E. 
Equipment Sales Corperatnon in the capacity as division manager 


in charge of fountam comtacts with the we cream mdustry 


and distributors 


Farber has soured the sales staff of the Ret rogerated 


Mr. Barber was formerly sales manager for Y. Nedellec 
Company, distributors of Phenix soda fountains in New Jersey 
and has also had several years experience in the sale of Fishman 
soda fountaims 

Refrigerated Equipment Sales Corporation is the national sales 
representative for the Phenix Soda Fountain Company and is 
expanding sales staff all ot the Limited States, 
calling on the ice cream industry and distributors 


MOSELEY TO REPRESENT FOOTE & JENKS 


Foote & Jenks, the sixty-sm 
vear old vanilla frm in Jack 
son, Michigan announces that 
Marvis B. Moseley is now rep- 
resenting that company in 
Oklahoma, 


and Lowimana 


Texas, Arkansas 
Mr. Moseley has just com 
pleted hus Master's Degree in 
dairy manufacturing at North 
Carolina State College and ss 
well qualified to work with ice 
MOSELEY cream manufacturers. A native 
of Texas, Mr. Moseley also studied at Tulane and obtained his 
Bachelor of Science degree at Southwestern Loumana Institute 
He wa veteran of World War LH, having served three and 
one-half vears um the U’nired States Nawal Reserve. 


MM. 6. 


NEW MANACERS APPOINTED FOR FRICIDAIRE 


The retirement of two veteran Frigidaire Sales Corporanon 
Branch managers has been announced by P. M. Brarten, General 
Sales manager of Frigidaire Diwisian, General Motors, along 
with new appountments to fill the vacated posts 

Edmund B. Dorsee, Manager of the Twin Comes Branch ar 
Minneapolis-Se. Paul, who is ending a J5S-year association with 
Frigidaire, will be succeeded by Francs W 
Sales manager of the Branch. 

The other retiring held offcial is Philip K. Abry, Manager 
of the Pirtsburgh Branch, with 24 years of Frigidaire service. 
be will be succeeded by Stuart H. Zoellner, his General Sales 


manager 


Hartigan, General 
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(c) Practical application of latest scientific progress 


(d) Advisory service on the use of the following tested and approved products 
STABILIZERS EMULSIFIERS 


FLAVORS 


Vanille Extracts and Powders 
Pure Coffee Concentrote 
Trve and Synthetic Fruits 


Formula $-233 
STA-VEL for ice Cream 
STA-VEL for Fruits 


* Ne charge for any of the following services: 


Also FOOD SPECIALTIES such os VEL-MARSH Marshmallow Powder 


MARCOID (Liquid) 
WICOID (Powder) 
CONCENTRATE “A” (Plastic) 


TASTE AND TEXTURE 
CLINIC 


STERLING ELECTS DR. HIEBERT 

The Board of Directors of Seerling Drug Inc. has elected 
}. Mark Hiebert, M. D. to the newly created post of executive 
Vice-President, according to an announcement by James Hill, 
Chairman and President 

Associated with the company since 1934, Dr. Hiebert has 
been a Vice-President since 1945, assistant to the President in 
the management of the business since 1947 and a member of the 
Board since May 31, 1949 
of clinical research, medical director and general manager of a 


He has served as associate director 


number of the company's pharmaceutical manufacturing enter 
prises. 


CEDRIC GC. SMITH PROMOTED 

Cedric G. Smith, in charge of production and sales of Spa 
Gelatin, product of B. Young & Company, Ltd, has been 
promoted to the parent board of the English company, British 
Glues & Chemicals, Lted., England. 


WILLIAM C. BAINBRIDCE DIES ‘ 

William C. Bainbridge of H. Kohnstamm & Company, Inc., 
died July 6 after a long illness. He had been with the frm 
since 1906, and was largely responsible for the development of 
certihed colors, a field in which the Kohnstamm firm is said to 
have pioneered. 

Funeral services were held July 8 at the Fairchild Chapel in 
Brooklyn. Mr. Bainbridge is survived by his wife, Grace, and 
daughter, Marion Lord. 


JOHN MOREY JOINS NOVELTY DIVISION 


lohn Morey has been named 
Vice President of Wood & 
Selick Nowelries, Inc. new 
divimon created by Wood & 
Selick, Inc, pioneer supply 
hrm serving the ie cream, 
baking and confectionery in 
dustries, with headquarters at 
16 Ptudson Sereet, New York 
City. 

The new division will be 
charged with the development 
and promotion of new proyects 
m commection with we cream 
equipment and ie cream supphes which shortly will be announced 
announced to the industry, Wood & Selick officials stated. 

Mr. Morey has been wenthed with the ice cream trade for 


about twenty years largely in the Eastern area where he is well 
known to hundreds of ice cream manufacturers 


JOHN MOREY 


At present he 
is a director of the Association of Ice Cream Manufacturers of 
New York State and treasurer of the Empire Flyers, The New 
York state organization of supply tradesmen. 

At the same time, t was announced that Normand L. Cote 
who has been serving as sales promotion manager for Wood & 
Selick, will parncipate im the direction of the newly formed ice 
cream diwimon of the company 


Deliciously Different 


* TOASTED CHOPPED NUTS 
Taste Tempting Goodness 


* FULL-FLAVORED BUTTERED PECANS 
A Thrill 


* BUTTER TOASTED ALMONDS 
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Business News | 


“I'LL BE THERE!” 


“| plan tw geo to the 
Derry ledustries Expos 
teem thie year and to have 
hve other representatives 
of thw compeny 
attend.” replied G. L. 
Ogle, President of the 
Ides! Pure Milk Co.., 
Ewaneville, recently 
when surveyed om the 
value to the mdustry as 
whole of the biennial 
Big Show. Thu year's 
Eapesition will be held 
October 16 to 21 m At- 
lant City, New Jersey, 
during the week of the 
annual conventions of 
Milk Industry Pounde. 
ten end International 
Amoctation of lee Cream Manufacturers. 


“I will prebaebly be interested in displays of milk, ice 
cream, butter, and we cream. equipment and supplies,” 
he sand. At the Show, every conceivable method, machine, 
and along these lines will be on dupley. 


"I beliewe the chief values of the Show to the dairy indus 
tries @ whole are that lets person see new develop. 
ments and uleas pertaining to the medustry and to view with 
e'd and mew friends,” Mr. Ogle said, indicating that he and 
the copresentatives from his fem expect te spend mos of the 
week at the Big Show in Convention Mall. 


6. OGLE 


CUNDLACH MERCHANDISING CONFAB HELD 


Annual merchandising and marketing institute and sales con 
ference of G. P. Gundlach & Company 1201 West Eighth Screet, 
Cincinnati, nationally known marketing and merchandising con 
sultants im the dairy products industry held July 31 through 
August 4 convened Gundlach organizational resident held rep- 
resentative stafimen from all parts of the country 

Techmecal sesssons were held in the recently enlarged tech. 
nological laboratories developed by the company for research 
and development in the milk, xe cream and dairy products helds. 
Other business sessons were held in the Gundlach ofhces. 

G. P. Gundlach, Preadenr; C. W 
Rows P. Winning, dairy 


Esmond, Vice President: 


management consultant; Charles E. 


Lawrence, director of research; and Robert Ruhl, advertising 
manager, keynoted the conterence 


Development of the nation’s dairy industry and aid to “better 
health and lwing™ through the operation of The Dairy Guild, 
nationwide voluntary association of mulk, ice cream and dairy 
product firms was also scheduled for presemtanon at the meet 

Mr. Gundlach also addremed a summer seminarinstitute on 
food fuly 24 at the Hote! Sheraton, hicago under 
of Operanoms, Inc. nanonwide orgamezation devoted 
to enginerring, operating, merchandwing and research problems 
of the chain store bin was “Soda Fountains and 
Lunch Counters im Pood Stores.” 
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JUNE ICE CREAM PRODUCTION DIPS 


Production of we cream im the United Seates during June 
was estumated at 62,550,000 gallons—-6 per cent less than a year 
ago and } per cent less than the 1944.48 average for the month, 
the Bureau of Agriculrural Economics reports. 

In the first half of 1950, we cream production totaled 
261,505,000 gallons —down } per from the first six months 
of 1949 and down | per cent from the 1944-48 average output 
for these months. For most of the country, average temperatures 
during June were a little above norma! 


CONSOLITE BUYS AD-LITE CORPORATION 


With the purchase of the Ad-Lite Corporation, increased pro- 
duction tacilines and expanded service are available to national 
and local users of highway signs, the Consolite Corporation of 
Fremont, Ohio, has announced. 

Control pomt of operations is Consolite's modern and newly 
enlarged Fremont plant, where Ad-Lite personne! have augmented 
the staff of Consolte craftsmen and experienced servicing crews. 
Activines of the creatiwe department also have been broadened 
and Howard Brindley, of Ad-Lite, will connnue to work with 
his former chentele 

Together Conmsolite and Ad-Lite specialize in complete high- 
way mgn service trom development of the proper type sign, 
through leasing of locations, production and erection of signs, 
regular servicing and handling of rentals. 


WILCOX DRUG Company of Hollywood, Californie, discovered thet 
fresh lemonedes, limeades, and oraengeedes heave more eppee! when 
mined in a: melted mili micer before being served. Plenty of sheved 
ice is used slong with the fresh fruit and then pleced on the miser 
for about ten seconds to chill end mis the syrup end fruit. Drint 
in then garnished with « cherry. @ sprig of mint leat and served with 
straw. The mizing cup served with the gles to the customer may 
heave full portion made no extra charge. 
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TYLER BUILDING UNDER CONSTRUCTION 

The Tyler Fixture Corporanon, Niles, Michigan, manufacturers 
ot a complete line of welded steel commercial refrigeratocs, has 
just announced that ground was broken for a new building 
adjacemt to their present, modern, administrative offices. The 
new bulding will be of glass, steel and brick construction, com- 
taming 9,600 square feet of floor space. (See accompanying 
llustranon.) 


The company states that the mew structure will house the 
personne! offices, a complete printing and mailing department, 
a modern store layout department, a display room and a large 
meetin: auditormum complete with stage and proper facilines to 
conduct thorough sales tramimg programs 

The store layout department will be specially equipped tor 
mprovement in model floor planning and will be complete with 
photo graphic and darkroom equipment. 

Ie is ameicipated that the new building will be finished in 
October, at which ume a serves of sales meetings will be scheduled. 

In addit on to thu expansion, a new warehouse with approsi- 
mately 12,000 square feet of floor space has been added to the 
comcany's subsidiary, the Harder Refrigerator Corporation, 
Cobleskill, New York. This new addition has made it possible 
to properly and economically store both raw materials and finished 
goods. 

Plans are also being completed for new storage warehouse and 
shipping facilities at the Niles main plant. This will add an- 
other 32,000 feet to the present plant, which now has a capacity 
of 180,000 square feet. It is hoped that this building will be 
completed before winter. 


NEW PLANT FOR FOREMOST FOUNTAINS 

As part of an expansion program that includes addition of 
new distributors and sales personnel, Foremost Fountains, Inc. 
manufacturer of soda fountain equipment at 527 Casanova Srreet, 
Bronx, New York, has acquired a new plant. Located at 317 
Barretto Street, also in the Bronx, the new quarters provide 
3000 additional square feet of space. The new plant will be 
devoted exclusively to assembly and shipping of Foremost Foun- 


tain equipment. 


STABILIZERS 


For Purotizing Fruits. for Ripples. for mating Fudge Ripple 
Sewce, also Sherbets & ices. 


The Standard for Over 25 Years! 


BALCH 


COMPANY 
1309 ADAMS STREET PITTSBURGH 12, PA. 


Ice Fieip, August 1950 


For many reasons 
the trend is to 


PURE VANILLA... 


For many reasons 


in PURE VANILLA 


the trend is to 


DARE 


27 & recognized the fees? pure 
obteleeble. A blend of care. 
fully chosen Mesicee ond beans thet 
is for at least one year, Among tep co 


cream manulecturers whe ere beown fer the 


quality of their vanilla ice cream... #7 
pleyt on increasingly important role. 


CO. 


Sreettys 12. New Terk 


NDP SPENT $1,785,675 FOR NEWSPAPER ADS 


National Dairy Products Corporation spent $1,785,675 during 
1949 in newspapers to advertise its dairy products. Thi was a 
greater allocanon for this purpese than wae made by any other 
dairy manufacturer in the country. 

These and other figures were made public with the announce 
ment of the completion of a survey by the Bureau of Advertsing, 
American Newspaper Publuhers Association. The tabulation 
included food and grocery advertuers who spent $25,000 of more 
during 1949 im 948 weekday and 365 Sunday newspapers. 


Terminal Budding Me 


Of the Nanonal Dairy newspaper budget, $152,205 was used 
to advertue Breyer’s Ice Cream, $6,154 for Rieck-Mc)unkin 
lee Cream, $214,456 for Sealeest lee Cream, $25,309 for Southern 
Dairses lee Cream, $5,345 for Supplee lee Cream, and $1,387 
for Telling-Belle Vernon lee Cream. 

Borden's spent $52,941 tw advertue Borden's Ice Cream, 
$141,280 for Horton's lee Cream, $29,349 for Lady Borden Ice 
Cream, and $134,719 for Reid's lee Cream. 

Other leading newspaper advertisers of we cream included 
Abbort'’s Daines, which spent $11,755 for Abbott's Ice Cream 
and 8,494 for Jane Logan Ice Cream; Arden Farms, which spent 
$78,414 tor we cream; Beatrice Foods Company, which allo 
cated $15,287 to push sales of Meadow Gold Ice Cream; Bowman 
Dauwy, $7,901; Carnation Company, $49,689; Dean Milk Com- 
pany, $2,414; and Fairmont Foods Company, $22,502. 

Also Foremost Daires which spent $6,544 for its Dairyland 
lee Cream; Golden State Company, $15,687; Hawthorn-Melody 
Dairy Company, $5,665; H. P. Hood and Sons, $44,275; Pee 
Milk Company, $26,009; and Sanitary Farms, Inc. $6,146. 
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“DISPLAY RITE” CABINET 


lee food and 
items may be displayed and sold in the 
new “Dheplay Rie” 
tronhuced 


(Lompanys 


cream, froren related 


cabinet recently m- 
Weber Showcase & Fixture 
With bag tulleww, subscro 
cabunet and three Miper structure shelves, 
it comtains 2464 cubic inches of selling 


spice for every foot of floor space. 


KAY SIGNS 2 


A new 


concept iluminated 


Kay 


producers of point-of-sale displays, w now 


mtroduced by designers and 
used Heatrice Company te 


Meadow 


dairy products 


advertise its brand we 
Outlets om 


4 na 


cTram and 


‘ 


superar kets 


Surtable for window duplay and as an 


wall “gn, the design employs 
plastics in a manner not attempted betore, 
resulting im a mgn said to be equally as 
e fective during the dav as at night 


The Meadow Gold (trade 
mark of boods) molded 


Cartinn he 


New Products 


of Plemglas and set off by anal! frame, 
compres the enmre face of the display 
Copy wlkacreened on the under ude 
of the flac surface. When dhumimared, 
dh fused light uo shed om the held of the 
cartouche, beunging out the red and yel- 
trade mark The 
cartouche, dome in whete, 
nated and framed by thick compos: 
rom hoard bound along its outer edge 
by an extruded alumimum molding. The 
frame acts as a baffle, shielding the re 


fe: parts. 


of the colors 


The reflector back, required to mount 
the brackets and sockets for the lamps 
m of gauge sheet metal and encloses the 
rear of the ugn 

No inetallanon w required, no mainte. 
nate necessary, according te a Kay rep- 
resentative 


PHENIX CATALOG 3 


A new, 16page catalog, Ulustrated im 


three colors, has pust been released by the 
Phen Soda Fountain Company 
Emphasizing quality construction, oper: 
ating etheiency and 
signs, the catalog illustrates the complete 


line of 


new ftunctronal de. 
creamers, bobtails. lunch 
tte equipment, sink sects plus the 


popular bantam. Complete specihcations 


I would like to know more about the 
following New Products mentioned in 
the August issue. 


(Print Identifying Numbers ) 


—ENFORMATION PLEASE 


To New Products Department, 
lee Cream Field 

19 West 44 Street 

New York 18, N. Y. 


and dumensions for each unit are clearly 
indicated 


RAINBO SPOONS a 


Sutherland Paper Company announces 
the addition of a Raiunbo Plastic Beverage 
Spoon its lune comprised of Teaspoons 
and forks 

These colortul 


come sik im 


red, yellow, green and 


ort 


sorted 


blue, im a sanitary overwrapped package 
The 


are also available in 
thousand of 4 per Cane 


one 
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CUT-OUT DISPLAYS 5 

A series of full«olor, metal outdoor 
we cream display signs has been developed 
by Couch and Philippi. These cutout 
duplays are forty-eight inches in heaght, 
and are made of 24-gauge aluminum 
which subjected Bonderizing 
process before hnishing 

Dupont Dulux Baking Sign Enamels 
ere used throughout, and each color ss 
individual! processed and 
baked with a fmal baking clear coat ap- 
plied as added protection agaumst weather 

Replicas of a strawberry sundae, straw- 
berry cone, chocolate malt, chocolate soda 
and chocolate sundae are available, with 
each rubject single-faced for flush mount 
ing and mstallation. The cutouts 
may be individualized by the addinon of 


the Ke cream company's imprint 


a 


silk 


Im. 
prints are available in J&-gauge in 
the 10° by 18° size and in 24-gauge see! 
in the 18° by 


_ PRESCRIPTIONS COMPOUNDED 
BY REGISTERED 

PHARMACISTS 


A typical installation of the Couch and 
Philippi display signs is pictured above. 
Additional 


information and literature 


is available on request 


EMPIRE DECAL 6 
The hve-color deca! pictured he low is 
now available as a sales aid for we cream 


sandwiches. The picture emphasizes the 


tg rectangular sandwuh that has spurred 
we cream sandwich sales all over the 
country. The rectangular ice cream sand. 
wih reportedly has mereased sandwich 
sales by as much as 300 percent for some 
dealers 

The decal i offered by the banpere 
‘Becwt Company, manufacturer of 
cream sandwich buscurts 
years. 


ue 


ter ower 


NON-CALORIC SWEETENER 7 


Manutacturers and crocessors of special 
health foods are experunenting with 
new and heatatable sweeten. 
ing agent, Sucary! Sodium, 


which may 


known as 


open new markets in the 


LH? « the & 


og we athe lah & 


evatlable for immediate delivery 


outdone subgeste chee ot They re 

vase of AN cut cute are made of gouge 


held. The sweetener cupected 
not anly to umprove exiting health toods, 
but will make « possble t sweeten many 
products whah now are either unobhtain- 
able at dietetic stores or offered in 
sweetened form, according to the manu- 
facturer, Abbot Laboratories. 

The product recently was made avail. 
able un powder form for commercial pur- 
poses 

Since Federal food laws prevent the 
use of & sweetener as 
subsrtute for sugar in food products for 
tor whach legal standards have been cs 
tablished, the commercial use of Sucaryl 
to the manufacture of catetic 
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udson’s 


VANILLAS 


udson Mapufacturing Co. 


ave 


Finest Vanillas fer Over 60 Years 


STAINLESS SPONCES 


leenite Manutacturing Company has 


cleaning operations in dairy plants 


h type  dewmgned tor 


a epecthc type of cleaning jot 


OUTDOOR SICNS 


KEEP Your PLANT Séich- and - Span! 


eae vita 


by 4 6. Ie constructed of galvan. 
nealed steel finished in high baked Dulux 
and trummed im stainless steel 
The top plastx pane! hand-lettered to 
the customer's requirements with special 
pant. The center, “SODAS” is em- 
bossed plastic, while the name and words 
“ICE CREAM", 
give a distinctive third dimension effect 
toe day or might identihcanon, an the 
lower oval panel 


enamel! 


ate also embossed to 


FRICIDAIRE CABINETS 10 


A new line of 
cabinets, with all of the modern styling 
of Frigidaire’s white and stainless steel 
self-contained line, has been annmounced 
by W. PF. Switzer, Frigndaire commercial 


sales manager 


remote type me «cream 


Features incorporated unto all models of 


the new hime include a gleaming whute, 


all-stecl cabmet, remtorced by triple-angle 


ner posts ancl mounted on a heavy stre 
as¢ with ample toc-room and hited wit! 
a hew streamimned, starticss steel top wit 


un le aj ‘ ts and ne “wt ty 


The thickly wmeulated storage compart 
ment uw constructed of gine<coared atee! 
Sith all seams lacked and soldered The 


denth tank, with en extra thxk 


rom prowndes plenty of storage space, flex 


Mir 
Cam 

Case 

ai Mate 
of heawy 
dip galvanised 
tele - 
Vermen ened rust 
24 
Weight 54 


at 


“LAWSON” 


“ew 
WASTE 
sett push 
ledge 
ead 
galvanised 
comtasner Wreee tos 

sad 


THE PACKAGE MFG 


Se. 


ibility and ws convenient to clean, the man- 
wlacturer reports. Wraparound copper 
tubun zs soldered to the tank is said to pro- 
vide uniform low temperature. An casily- 
accessible Frost-Free automanc expansion 
valve; postive thermostanc switch; full 
size accumulator; and convement line shut. 
of valves are other features. 

New models include: ICL-4SX20, 20 
galions bulk storage capacity or four hve 
gallon paper cans, with 6.2 cubic fect of 


ICL-4DX25, 25 gallons 
bulk capacity or five five-gallon paper 


Morage act 


cans, wit 6.6 culne feet of storage space; 
ICL-6DX35, 35 gallons or seven hive-gal 
lon paper cans, with 10.1 cubic feet of 
storage space; ICL 4DXWN, illustrated, 50 
gallons or 10 five-gallon paper cans. with 
13.6 cubic feet of storage space; and IC] 
LOD X65, 65 gallons of 13 hve-grilon 


per cans, with 17.1 cubic feet of storage 


space 
ELECTRONIC SICNS 11 
has developed 


des: ened 


Electronic Devices, Inc 
4 wide 


use at the «a? sale 


range of electric sgns 


to stumulate 
mecreased purchases of we cream and 
ther dairy products 

Mode! 400.], which 


Illuse-ated is the 


measures [5 by SO inches and w made 
tor hancim? or counter mounting near 
the oroduct beatures include a curved 
Pies face Mma cae with ends ot 
tinisbhed ot 20 
,auegr hamme-rlod tints’) with 
hrome stripping; and highly visible 


Muoresce nt 


standard 


from 


bes 
: : 
4 
— 
wee" 
pet 
; ie hal 
types of arte avatiaric, each ast ~ 
difierent metal hey are stainmiess 
} 
Interest tx mg shown Oy the 
m the mew plastx signs being 
offered bw Mulholland harper 
ie 
D A | R be A 
rules 
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FOR SALE 


FOR SALE: One York compressor 
wth pressure lubewetion. one 23 HP 
moter, wee af ap, and re 
cower Foe details and pree weee Harry 
Tharp, 311 Thied Se. Plint, Mich gon 


FOR SALE: | Anderson placer! 
General Mile lee Cream Carton wt up me 
chime “Candin of machme: 
Bea 444. Ice Pano, 19 W. 44ch Se. 
N Y. 164. N 


FOR SALE: One Pur Pak Automat xe 
cream peckagmg machone new only 
one season. Complete with fllmg neorsies for 
flavors and wngle Prued righe 
Legon lee Cream Co, 4231 S. Seate Se, 
Cheage, TL Phone BO & 2600 


FOR SALE: New Vending Bones (shoulder) 
hghtweght, meulered white enamel finish, 
capecsty 10 wo 15 doe nowelmes; strap mcluded 

New England Vending Equipment Co, 
Webecer, Mass 


FOR SALE: Geed wslection of Preezers. 
Coolers, Pasteurizers, Fillers, 
Vecuum Pans, Churns, Pumps, etc. Write 
o wre your requirements Lester Kehoe 
Machmery Corperaton, 1 Ease 42nd Screet. 


New York 17, N Y. Telephone-MUrray 
Pill 2.4616 


POR SALE: & Cushman vending sooters in 
geod running condition—$20000 each Also 
and "18 Dodge ton vending trucks with 
new dry we bodes, “37 Chevrolet vending truck 
and Model A Ford with body Will sell cheap 
Dream lee Cream Co, 611 Erie Ave. Niagara 
N.Y 


FOR SALE: $3250 buys our practically new 
40.80 Creamery Package Ice Cream Freezer 
Purchased mew March ist thu year, used very 
betle semce then. Write or call for particulars 
Froe-N.Poods, Inc. Phone Broadway 7030, 
S905 College Ave, Indianapolis, Ind 


FOR SALE: Three we cream vending trucks 
One 1948 Studebaker, two 1949 Studebakers, 
all om excellent condition Send imaquiris, 
Kilroy's lee Cream, Rome, New York 


FOR SALE 


POR SALE: co fe bea, 
wuh new hp moter. 2 hp comp 
Wieser defrost, Mower cel Leceted m Part 
Worth, Tews, lack & 2418 Beywan, 


HELP WANTED 


HELP WANTED: 21-Nanemally adwerteed 
concern dewres man to sf] thew pravessed 
and extracts to the we cream 
Drawing eccount Sewersl chane territeries 
epen Bee 131, Ice Paco, 19 W 
4h NY 


HELP WANTED: Sudelme Teo 
Sell emulsihers to mus manufacturers Got 
on the ground floor of « recent ducevery by 
ene of the berger chain manufacturers Bee 
19. leew Camam Fano, 19 44ch N.Y 
ia N.Y 


HELP WANTED: Saleemen, Brokers Na 
nenally known frm expending sales force 
Deserves men principally fer Central States 
Knowledge of cream and by -preducu 
manufacturing helpful Bea 3271, Ice 
Puno, 19 W 44h St N Y 


HELP WANTED: Saleeman- With tollew 
ing among Ke cream manufacturers, to represent 
nationally known frm selling to we cream 
manufacturers Strang pramotional ime backed 
by advertiemge Bow 116, Ice Canam 
19 W 44th Se. N.Y. 18, N.Y 


HELP WANTED: Sales Agents Wanted. 
We are « long established company sow 
marketing «a new, widely approved 
lating bag. We are now making sales ar- 
rangements with agents and brokers in all 
sections of country. Volume of sales to 
cream manefacturers, chain sores, 
supermarkets and other lorge users growing 
steadily because of many advantages of 
these bags. All interested im sales ar. 
rangement are invited to submit qualit. 
cation perticulars to Box No. lee 
Cream Field, 19 W. 44th Se. N. Y. 18, 
N. Y. 


Rates 


RATE mackwery equipmest end 
plies tor vale or wanted te bey, 
word for cock 
sertion, help end positions weeted, 
word eddres). Bold fece 
type double regular retes. Minimum 
cher ge $1.00. 

REPLIES te in the 
pertmest mwet be te the 
meme, witieh or eddress shows the 
advertiemest or te Bee sumbers 
lee Cream Pield. 19 W. 46th St. New 
Yert VUeder se 
=i ICE CREAM FIELD divulge the 
name of an where initial er 


HELP WANTED: Fee territory 
saleemen to carry popeler Suger Come Line 
Wee Foevest Baking Corp, 12 W. Lawrence 
Ave, Cheage 10, ines 


HELP WANTED): Saleemen, traveling, with 
fellewing by manufacturer of favors and 
open up new territory Mickle 
Wee oppertunity fer 
corning: and 

giving experience and references, 572, lee 
Cream Pield, 19 W. 44h Se, N Y. 14, N.Y 


HELP WANTED): Saleemen Wanted, Several 
Med Weet sates open fer aggressive saleemen 
experienced calling kee cream wade with 
lime of nanemally advwertued quality we cream 
ingredens Drawing account and commana 
bees erating experience to Boa 6112, 
Picsburgh 12, Pa 


WANTED TO BUY 


WANTED TO BLY: o medium sive 
dawy plant Mirhegen, Indians 
Can be beerled aulk of we cream of com 
benation of berth Incerested as source of im 
veonent Will retam present managemenc 
wilong te femam Few 118. lew Peet n, 
W 4h N Y OY 


WANTED TO BUY: le Cream Plane mw 


Boe 120, Ice Fano, 19 W 
‘4h N Y N.Y 


Ice Caram Fretp, August 1950 


Caracas 
CHOCOLATE 
Ice Cream 


INCREASE YOUR 
SALES & PROFITS 


WRTE, WIRE, 
PHONE FOR DETAILS 


G. P. 
GUNDLACH 
& CO. 


BOx 
CINCINNATI 3, 
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Index to Advertisers 


eaty for howsewife to 
serve ice cream. We 


Scoop-Rite Mfg. Co. 


Ambrosia Chocolate Co. 360—s Balch Flavor Co. 25, 79 Dairy Industries Supply Ass'n. 72 
American Food Labs. 76, 77 Barry & Baily 71 = Dime Cup Co. 49 
Amerio Welrigerating & Equip. Baskin-Robbins Ice Cream Co. 66 Fenn Brothers 15 
ea Co. 6 Bloomer Brothers Co. 43 Foote K Jenks, Inc. 
Andenen Bros. Mig. Co. 3ed Cover 9 Franklin Body & Equip. Corp. 73 
Cary Maple Sugar Co. 66 Germantown Mig. Co. $4 
Cherry-Burrell Corp. 11 Girton Mfg. Co. 65 
Couch & Philippi Grand Rapids Cabinet Co. 70 
Atlas Tool & Mig. Co. 6 Creamery Package Mig. Co. S62 Gundiech. G. P. & Co. a3 
Hooton Chocolate Co. 72 
ZEROLL Zeroll is still the only dipper the? con Rell- Horner Sales Co. 73 
dig ice cream. Comopletely sell defroctiag. 
CREAM te sanitary. Releases the portion instantly Hudson Mig. Co. 82 
Jackson Dishwasher Co. 68 
How Many Dips Johnston Chocolate Co., Rob't. A. 45 
Kari-Kold Co. 14 
Booth > 
No. 1324 For You ~ Kelco Co. 4th Cover 
Atlantic City The profit in ice Cream re- Keystone Wagon Works 67 
Oct. 16-21 tailing is produced by one King Co. 33 
dip of ice cream multi Kol 
pled thousands of times 
NUROL The retailer who Rol- Lamont, Corliss Co. 70 
L dips with a Zeroll Liquid Carbonic Corp. 7 
7 Lowe, Joe Corp. 12 
to make the maxi- 
She: teewneieed mum profit on each Mahoney, S. H. & Co. $3 
oe ae and every serving because McGraw Chemical Co. ? 
tates — Morris Paper Mills 54 
= + shrinkage loss. 
Cate cect end time. Morrison Steel Products, Inc. 5 
tit price Avoids wasteful “shirt”. Morse Decals 63 
$1.35 ea, Accurately meesures the portion. 
tor © Cuts cut dipper dunking ond ejector Nash-Kelvinator Corp. ; 
BULKROLL © Serves your ice cream et its best. Northville Laboratories, Inc. 23 
S B Ik U . Peterson Co., Chas. A. 77 
A giort dipper for e Ss u nits Polak & Schwarz 42 
Se wean Sem Permanently increased bull Reco Products Division 71 
Refined Syrups & Sugars, Inc. 13 
ers whe offer the Nuroll 
Savage Arms Corp. 5 
tion sale and mate it Schaefer, Inc. 29 


tupply the necemery promotional Sealright Co. 18 

— Sterwin Chemicals 17 

A wrong, perfectly bel- Neurol and Bultroll dippers Vanilla Laboratories, 4 
tool ter transter- Van Leer Chocolate Co. $9 


Ke cream from 
awe butt 
ere 


COmpremvon and oge 
town, the wasteful “shirt” ond 


Virginia Dare Extract Co. Inc. 79 


Vendo Corp. 39 
, White Motor Co. 8 
THE ZEROLL COMPANY 

9410 Rebinweod Ave., Toledo 10, Ohio oung ©. 
Cap The Company Zeroll Co. a4 
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INSTALL THE MODEL 34-C 


AUTOMATIC FILLER AND CAPPER 


The lest word in operating smoothness, 
ethcsency, dependailay. Handles all types 
of contamers, with inset lids, up to and 
including pints. Output per minute up to 
60 small cups, 45 medium cups, or 0 

ms. Model operates with bench 
reever or by direct tube hookup with 
comtinuous freerer. Parts that contact ice 
cream are stainless of silver, 
Comes equipped wuh syrup dispenser 


Filling cops with one Bever 
ioe one pistes. 


TART 
ATTACHMENT 


This new decor- 
ating attachment is 
extra equipment and 
takes the place of the 
capper when making 
tarts. Amount of 
whipped cream dec- 
Oration is determin- 
ed by piston setting. 


Fillies come coe fever seding cope tee 


Use this andy “oupon fr Quick ormation 


ANDERSON BROS. MFC. CO., ROCKFORD, ILLINOIS 
Please Send Bulletin No. 8-2 
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Year after year Dariloid 
and Dricoid have climbed higher and 


Dariloid XL Dricoid’ 
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